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Stock No. 8119 — Miracle Arch 
elasticized Bivejacket Caracul Kid 
High walled Step-in, punched 
through Vamp, Bluejacket Lustro Tip 
and Foxing, Built-in Arch, cushioned 
Heel, Instep and Metatarsal, 17-8 
square box heel, 417 lost. Sizes In 
Stock (January 1 delivery). AAA, 
52 to 10; AA, 5 to 10; A, 42 to 
10; B, 4 to 10; C, 34 to 10. Price — 


$3.00 


Stock No. 8118 — Same style, 
sizes and price in elasticized White 
Caracul Kid, White Lustro Tip and 
Foxing. 














“Don't miss this important business — 
You can get it with Miracle Arch Shoes 
Write regarding franchise for your town. 
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CONVEX to pro- 


vide room for the 
Vita-Pedic Meta- 
tarsal “Cookie.” 


CONCAVE to 
provide a firm 
support under the 
Scaphoid and to 
aid against in- 
ward pronation. 


CONVEXED in 
the last to provide 
a cupped pocket 
in the shoe to fit 
the natural con- 
tour of the heel. 


Photographic illustration showing how the last is made convex at the heel to 
for the cupped heel seat, convex at the forepart of the arch to make room for the 
metatarsal pad, and concave just forward of (oscalcis) heel bone which provides for 
a slight raise on insole to lock the heel and foot in the proper position within the shoe. 


ARCH REST AND FOOT FRIEND SHOES TO RETAIL AT $7.95 and $8.95 


The “backbone” of any shoe is its 
shank. Comfort and pro 


is obtained 


shank being placed in proper position. 


DR. HISS SHOES TO RETAIL AT $8.95 and $10.95 
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THE IRVING DREW CORP., LANCASTER, OHIO—30 minutes from Columbus 
New York: 746 Marbridge Bidg. 
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Y ears of research by Drew and other 
authentic sources have determined that 
most women’s feet can be classified under seven 
basic types. Once determined, DREW perfected 
seven basic lasts, which incorporate ALL the 
essential orthopedic and technical features so 
necessary to insure good fitting shoes. Shoes 
on these lasts are available to YOU in the 
strongest, longest line of styled tailored foot- 
wear we have ever presented. Free-fitting fore- 
parts, snug-fitting backparts, extra room for 
cuboid, cupped heel seats, pockets for weight 
bearing portions of foot, and a myriad of other 
distinctive and unique features. Investigate the 
astounding improvements and decidedly new 
innovations in DREW ARCH REST shoes. 
Write for full details. 


The MELODY 


No, 7729—Extra Plump Black 
Kid 5-Eyelet Tie, Patent Trim, 
Extended Arch Rest Insole, 
| Inside ey Count- 
er, eavy Sole, Extra Eyelet 
for Fine Fitting. PEDIC No. 7 
Last, 13/8 Broad Leather Heel, 
Rubber Top Lift, AAAAA to 
E, 4% to 11,. 


IN STOCK 


The MAXIE 


No. 7601 — Black Satin 
Mat Kid, Patent Trim, 5- 
Eyelet Tie. (An Out- 
standing Perfect - Fitting 
Hi - Riding Slenderized 
Gypsy.) Extended Arch 
Rest Insole. Extra Eyelet 
for Fine Fitting. 97 ° 
15/8 Patent Cuban Heel, 
AAAAA to E 

4% to ll J 
No. 7819 — Same as No. 
7601 in Blue Kid, AAAAA 
to E, 4% to 11 $4.60 

IN STOCK 
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BOOT AND SHOE RECORDER 
. Subscription price $3.00 per 


hliched 


.D every S day 
year. Printed in U. 8S. A 





by 
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Chilton Company, (Inc.). 


Entered as second class matter November 23, 1932, at the Post Office in Philadelphia under 


Canadian rate $3.00 plus $0.50 for Canadian War Exchange tax—making total of $3.50.) 
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flexible soft : 
ankle fit. He: 
gure answer to the 
i ea ¢! Bedtimer Bootees 
ce A § sales demands... beat 


"em...create $till more! Deliveries start 


















January 2nd. 


ADVERTISED! See that delivery date? It's just } 
in time for the full-page, Bedtimer Bootee ad 
—February Mademoiselle in color! In addition: 
newspaper mats and display cards witl help 


§ oo 

4 encore sales profits! 

| : <3 
T. M. Reg. U.S. Pat. Of. 


SHOE DIVISION 
485 FIFTH AVENUE © NEW YORK 


ORDER NOW! Style No. 1378 — women’s sizes 3 to 9, (no half 
sizes). Style No. 1379 — children's sizes 7 to 2, (no half sizes). 
Royal Biue*, White, Powder Blue*, Red*, Dusty Rose, Yellow, Nile 
Green, Burgundy*, Shell Pink*. Children's shoes only in colors 
indicated by*. 

Women's shoes retail. . . .$3.00. Children’s shoes retail. . . .$2.50 
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as advertised in tA 4 U itt. 


ALL WEAR FOOT-JOYS 


For Comfort and Lasting Style 


Jee McCarthy — “Flach” Gorden 








“You bet L wear Foot-Joys,” says Joe MeCarthy. 
famous Manager of the New York Yankecs. “They're 
the only street shoes Mv¢ cuss found that are ceally 

comfortable, And, take Y my Fourt-Joys are 
top of the league in 5 
“Ves, sir!” adZ 
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Style 1175--Tan 
“ 1195+ Black 
“ 1196—White 


0 GREAT Ck 















FREE! WINDOW CARD 
REPRODUCTION OF 
ESQUIRE ap 





FOOT-JOY* ...the Fine Shoe with a 
unique “He-Man” Appeal to Win Today’s Market! 


Foot-Joy’s new advertising has strong appeal for 
all men... and particularly for today’s prosperous 
war-workers! Nationally featured in ESQUIRE... 
and every Sunday in THE NEW YORK TIMES 

. this unique appeal is bound to pull men to 
Foot-Joy dealers. And, experience proves that sales 
follow when men get a look at the Foot-Joy styles 

. and step into Foot-Jay comfort! 


Re a 


-FOOT-JOY 





eee ee 


pa eae =e ert * v agthe 


Shoes for Men, 


ehee FIELD AND FLINT CO. - Brockton, Mass. ee 
k sits inchs fhatn:tes sn mapper ae 


Today’s demand for Foot-Joy Shoes is greater 
than ever. So place orders early for street, sport 
and dress styles. If you’re not a Foot-Joy dealer, 
write for catalog and complete information! 


AT THE NATION AL SHOE FAIR, be sure to 


at the Palmer ees. C Panes *T. M. Reg. U.S. Pat. on. 





















For Rent 


IN CHICAGO 


To Manufacturers: 


Sample rooms in The Republic Building, State at 
Adams, one-half block south of the Palmer House. 


To Jobbers and Wholesalers: 


Large spaces in the wholesale district and in the 
“Loop” District. 











To Retailers: 





Well-located store locations in several outlying 
shopping districts and a number of splendid “loop” 
locations. 





For complete information please consult 


LOUIS HALLER 
GORDON STRONG AND COMPANY 


209 S. State Street Harrison 8191 
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The Patented NO. 2 
Instep Feature Makes 


= é 
PARADISE TANGOs Whe ANG 
Comfortable Where 


Most Shoes Hurt! 


POINTEX HEEL | 
Identifies Every Pair Of 


PARADISE TANGO PUMPS! 


: i dver- 
ell is a walking a 
ir of PARADISE TANGOS you sell is . The POINTEX 
taamant fo your sore end you merchondue. The POINTER 
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re Hite ee ee appears to ee re re ana 
wear on wien appearance to the foot. An ho warthendie- 
able in “ other shoe! Just another — = 
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A Celastic composite box toe gives 


this attractive shoe for wet workers # 
strong, durabl box wh } jntaini 
ong, aura e box W jle main ai af 


trim lines. 


AFTER HOURS 


wnay affect © 
1 for™ 


Wartime limitation® 


ternal styling put the characte 
jing lines of the 1 always fin 
their truest expres 


conformability of Celastic- 





AFTER HOURS- 


WITH CELASTIC 


When the woman war worker’s 


day is done and the moment for 
well earned relaxation is at hand, 


there comes the desire to “dress 


”° 


up”. 

In footwear for leisure hours 
Celastic provides absolute toe 
comfort with smooth wrinkle free 
toe linings, and in addition brings 
an extra measure of style to the 
shoe by accurately reproducing 


the clean cut lines of the last. 


During work hours, foot comfort 
is protected with a Celastic box 
toe of larger pattern and heavier 


EVERY PAIR OF SHOES MADE WITH weight, fused into a shoe of 


Colaslic serviceable styling. 
a 


oF 
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THE QUALITY 
BOX TOE 


RESPONDS TO FEET IN MOTION 


UNITES SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 











KEEP Graches CLEAN 


"f Clean brushes last longerand do 

better work. Hold 2 wet sponge 
to the face of the revolving 
brush until dry and hardened 
sediment or stain is softened 
and removed. Brushes washed 
while spinning on the shaft 
throw out the water and keep 
it from entering the construc- 
tion at the hub where it could 
cause warping or swelling: 
Power brushes should be clean- 
ed at least twice a day. 





; USE ALL OF THE B2ash 


Another way to get maximum 
service from a power brush is to 
move the shoe from side to side, 
utilizing the entire face. Avoid 
continual use of one spot as a 
hollow will be worn and the full 
efficiency of the brush destroy- 
ed. Reversing the brush at inter- 
valsalso aids in obtaining longer 
‘ more even wear. Use brushes 
, correctly and before discarding 
4) one, make sure that it has given 
' all possible production. 











WHY CONSERVE? 
Demands on the time, raw 


stocks and energy needed 
to replace wastefully used 
materials, detracts from the 
facilities needed to further 
the War Effort. 

































Weeks or even months of wear 
can be added or taken from the 
life of a power brush depending 
on the treatment it receives. The 
best and most economical gum- 
ming and staining is accom- 
plished with the tip end of the 
bristle or hair. “Burying” the 
shoe in the brush turns brush 
material at a sharp angle, weak- 
ens it and causes it to wear out 
faster. Too much pressure can 
also mat down the hair or bris- 
tles causing them to cut against 
each other. 


Brushes not in use should be kept in a dry 
box, closet or storeroom with plenty of 
moth repellent. Bristle and hair are both 
favorite foods of the moth. 


il TAKE GOOD CARE OF WHAT YOU HAVE 
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THE SHOE HORN 
| §ELLS THE 
. By PAIR, TOO 






















1 When a man finds a shoe that really feels good on his 
foot the dealer who sold him that shoe is going to get a repeat customer ! 


The thousands of men who are following the suggestion, “try on a pair of Jarmans, 


ae . and let the shoe horn be the judge” discover real comfort in Jarman’s 
of’ * friendliness of fit. Those same men are going to let the shoe horn choose 


their next pair of shoes ...Jarmans again! The customer-confidence 
= ° that consistent national advertising, backed up by fine leathers and 
expert workmanship, has built for the Jarman brand name is a priceless 
asset to any dealer. Let the Jarman representative in your territory 
show you the new Jarman line . . . the shoes men let the shoe 
horn choose . . . and the striking advertising and 
promotional material designed to increase turnover 


and profits for you. 


TO RETAIL AT 
$8 i 
TO 
MOST STYLES 
THE SHOE HORN SELLS THE NEXT PAIR TOO 
SHOES Te) - an 
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JARMAN SHOE COMPANY @ A Division of General Shoe Corporation © NASHVILLE, TENNESSEE 








TWENTY YEARS AGO newspaper editors and maga- 










zine writers were headlining the newly formed Union 

















of Soviet Socialist Republics. ... But trade paper edi- 
tors were headlining the Foot Saver Gypsy Tie, then 


only a year old and established as one of the most 





important shoe types ever designed. 

AGAIN IN 1942 newspapers and magazines 
headline the USSR ... trade papers headline 
Foot Saver’s Gypsy Ties. Today their remark- 
able comfort ... their outstanding fitting 


qualities -.+.are more important to your 


1942 
Florida 
—in black 
kid with e ° . . 

patenttrim Versions are distinguished examples of how smart an 


customers than they have ever been. And our 1942 





all-purpose shoe can be. 





FOOT SAVER GYPSIES 


“The Shoe That J & K Made Famous” 


THE JULIAN & KOKENGE COMPANY, COLUMBUS, OHIO 
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Can you use more 
PLUS VALUES for Spring? 


Successful plans for Spring go much further than 
styles and patterns and materials... 


a 


Mode Art is the greatest $6" style line in America 


It is simple arithmetic that every cost that goes 
into a company’s operation must be covered in 
the price of its product OR its maker will not be 
in business very long. 


Mode Art shoes have “extra plus value” simply 
because we have no non-productive salaries, no 
excessive sales costs, low overhead, sales only to 
well rated accounts—thus low credit expense, 
properly made shoes which avoids returns and 
no advertising charge, etc. 


MOULTON -BARTLEY INC., 


RESULT: We have wider spread of lasts, good 
fitting well-made shoes, better quality in mate- 
rials and workmanship throughout AND a 
higher markup for you. . . . Customers see and 
feel the visible sales features when they wear 
their first pair of Mode Art shoes; they return 
and ask for them by name. Your salesman can 
make more money. . . . We have no nationally 
advertised retail price. . . .. Because of these 
endless features a more profitable merchandis- 
ing job can be done. 


If you can use more “plus values”—Mode Art 
shoes can afford you just about all of them. 


SAINT LOUIS, MISSOURI 
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SALESMANSHIP lives in every 
deed and act. One of the best sales 
letters that we have seen comes out 
of the Dartnell File. It is doubly in- 
teresting because it comes from 
our leather friends down in Fort 
Worth, Texas. Here it is: 


TO ALL SALESMEN: 

A Fort Worth girl wrote her soldier 
boy friend in Brownwood saying: 

“Darling Joe: I hear about the Camp 
Bowie soldiers marrying the local girls. 
Granting that they are possessors of much 
feminine charm, what I want to know is: 
“What have they got that we Fort Worth 
girls haven’t got?’” 

The answer came back very promptly 
saying: 

“Dearest Bessie: They haven't got any- 
thing you girls haven’t got—but what 
they’ve got is here.” 

















“The same principle goes with 
selling effort, sales talk and presen- 
tation. Many times one leather 
salesman has called on a customer 
only to find he has already bought 
from a competitor, and has asked 
himself : 

“*What did that competitor have 
that I didn’t have?’ 

“The answer would be, if the 
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truth were told: ‘He didn’t have 
anything you didn’t have, but what 
he had was THERE!’ 

“Conclusion: Show more sam- 
ples, make more presentations, be 
on the job, and you'll make more 
sales. 

“Yours truly, 
“HINCKLEY-TANDY 
LEATHER COMPANY” 





UTILITY shoes are standard un. 
England for a full 50 per cent of 
production, by decision of the 
Board of Trade. Retailers are now 
getting the shoes into their stores 
and they are finding them plain and 
practical and extremely limited in 
design. Here’s a bit of pro and con: 

Harry E. Henderson, M.B.E. of 
D. Henderson & Sons, Ltd., of 
Leicester, Eng., says: 

“Utility shoes are chiefly welcome 
because the specifications ensure the 
production of good shoes—shoes 
full of fitness for purpose. 

“I attach great importance to the 
endeavor to standardize the Utility 
classes of production of the individ- 
ual manufacturer upon the grades 





he produced before the war, though 
the policy will tend to discourage 
temporarily that laudable desire to 
produce higher grade shoes which 
has been a pleasing feature of the 
City’s output during the war. I 
hope the endeavor will succeed, 
since it will spread more evenly the 
consumption of the materials avail- 
able. 

“For the first time in my experi- 
ence we have a_  State-imposed 
scheme of general application based 
upon sound fundamental principles 
of manufacture and directed to the 
satisfaction of consumer desires. 
The whole trade owes somebody a 
debt of gratitude which it can never 
pay.” 

On the con side and proof that 





there is freedom of speech in Eng- 
land, a half page advertisement ap- 
pears in the Shoe and Leather Rec- 
ord (of London) from Holmes, 
Hickling & Co., Leicester, saying: 
“Candidly, I cannot get excited 
about this Utility business. I know 
the word is claiming the attention, 
even the affections, of the multitude 
to such an extent that in due course 











1 will order a set of false Utility 
teeth; I will purchase a few Utility 
lozenges for my November colds; I 
will book a seat at the Utility Pic- 
ture House and—all being well—lI 
shall pop in next door to have a 
Utility one. Be not surprised if, by 
and by, you will be asked to queue 
up for a haddock which had arrived 
from the seven seas complete with 
reference numbers and branded Util- 
ity on one of its enchanting fins. In 
time I shall become infected with 
U’itis, the word Utility will lose its 
magic and its moment, and during 
the leisure of my convalescence | 
shall embrace the freshness of my 
English Dictionary, which may give 
me pause to think and to reflect and 
help me to regain a personality. 


H.H.” 





AFTER the WAACS and _ the 
WAVES come the WOWS! They 
are the Women Ordnance Workers, 
Inc.—the girls behind the men be- 
hind the guns. 

It started in a Chicago Ordnance 
Plant. Five employees of the Hurley 
Machine Company began the move- 
ment as a means of maintaining 
health and promoting friendship, 
cooperation and fun. Their uni- 
forms are two-piece khaki outfits of 
gored skirts and jackets with gold 
buttons. A white shirt is worn 
under the jacket with collar show- 
ing. The cap is overseas style with 
the letters W-O-W on it. Worn on 
the jacket is a medallion, a shield 
superimposed upon crossed cannon, 
bearing the letters W-O-W, and 
topped by wings of the eagle and 
the monogram U. S. A. 

No shoe has as yet been desig- 
nated. 


* * * 


A. W. BIRKHOLTZ, of 216 South 
15th Street, Omaha, Neb., chal- 
lenged that item in the Boor anp 
Suoe Recorper that said that our 
boys in World War I didn’t ride in 
Pullmans, by saying: 

“But they did ride in Pullmans. I 
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HANDS ACROSS THE SEA 


—The following excerpts are taken 
from letters recently received 
from "over there”: 


—"I believe my ideals are common with 
most free thinking people. | want to 
be free to grumble, to praise, to crit- 
icize as a right. | want to say what 
| think about politicians, politics and 
social conditions—and the boy who 
will leave the wrong morning paper 
on the doorstep.” 


* * * 


—"A Copenhagen peddler selling fish 
cried out: ‘Herrings, Herrings—as fat 
as Goering.’ Whereupon he was ar- 
rested and imprisoned for twe weeks. 
On his return he took up his work 
again. But this time he cried: ‘Her- 
rings, Herrings—as fat as two weeks 
ago.’ " 

B34 ss e 


—"In London today | saw melons at 
three guineas each ($12.60), peaches 
at eight shillings each ($1.60). This 
doesn't represent the usual trend as 
most articles are price-controlled and 
some are Government subsidized. | 
doubt very much if inflation can be 
prevented or even arrested, but it 
can be kept within the bounds of rea- 
son for the time being at least." 


EUs ek 


President 





was in World War I and traveled 
by Pullman from Mandan, N. D., 
to Tacoma, Wash., to San Diego, 
Calif., to New York on my return 
from overseas, to my home state of 
Nebraska; and for good measure I 
had a stateroom from Mandan to 
Tacoma. | like to defend my good 
old Uncle Sam of World War I, who 
is still the same old Uncle Sam of 


our present armed forces.” 
*” * * 


T. E. KIRKBRIDE, vice-president 
and treasurer of the Willits Shoe 
Company, Halifax, Pa., says: 

“Too little stress has been brought 
to bear on Reclaim Rubber as ap- 
plied to juvenile shoes. While rubber 
is a very critical material we believe 
that the Boot anp SHOE REcorDER’S 
editorial is very timely, much to the 


point and the subject handled very 
admirably. Due to the fact that 
juveniles are ultimate successors 
and heirs to our country’s destiny, 
much thought should be given their 
health and sturdy development. 

“The situation is becoming dis- 
tressing and alarming, as the writer 
contemplates the future of our chil- 
dren; and any effort that can be 
made to direct attention and con- 
sideration to them, is to be com- 
mended most highly. 

I trust your effort will create 
juvenile shoe consciousness in the 


minds of our war directors.” 
* * - 


lr you read the “Funnies,” you'll 
be interested in the shoes for Super- 
man, by Alfredo Cicci of 926 Butter- 
nut Street, Syracuse, N. Y. He made 


MAYBE I'LL USE 
OUTBOARD MOTORS 


a pair of shoes—not for any par- 
ticular individual but large enough 
to fit the legendary figure whose 
feet are assumed to be in propor- 
tion to his feats. The shoes mea- 
sure four feet long, 18 inches wide; 
have laces 72 inches long and weigh 
about 25 pounds each. They cost 
$50 apiece. 

They’re big shoes. No fooling! It 
took a long time to make these 
shoes. Cicci, for forty years a shoe- 
maker, took three months to whittle 
out the lasts and two weeks of 
spare time were required to build 


the shoes. 
* * * 


MARTIN MARKOFF of 224 State 
Street, New London, Conn., in busi- 
ness there less than a year and a 
half, says: 

“When we opened our salon we 
didn’t want to be just ‘another shoe 
store.’ We didn’t pattern ourselves 
after any other store in town. We 
didn’t attempt to carry certain mer- 
chandise just because the other 
stores had it. We didn’t ‘jump all 
over the lot’ with many price lines 
and many different kinds of makes 
of shoes just because the other stores 
did. We set ourselves up as an in- 
dividual shoe and accessory salon. 
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feminine throughout and highly per- 
sonalized in its service to women. 
Our first job is to fit feet correctly, 
and the second job is the ‘Fashion 
angle.’ The atmosphere of the salon 
itself, our advertising, our windows 
and our sales conversation are all 
coordinated and sing the same 
theme. 

“New London is a defense city, 
as you know, and naturally there is 
a certain amount of extra spending, 
because many of the girls here are 
doing men’s work and earning good 
salaries. The result of this has 
shown me that most of these girls 
are now ‘grading up’ in their pur- 
chases.” 

oa . 


ZELL CONWELL, manager of the 
Cantilever Shoe Store, Portland, 
Ore., writes: 

“A lady with grey hair came into 
the store with her sister and a grown 
daughter, to select a pair of shoes 
(with their help). The lady didn’t 
want black shoes as they looked like 
old lady’s shoes and wouldn’t buy 
brown, as brown didn’t go with her 
grey hair. Finally the daughter said 
that she didn’t see why it should 
make any difference as to the color 
of hair in connection with the color 
of shoes her mother selected, since 
her mother wasn’t going to lace the 
shoes with her hair. That sugges- 
tion by the daughter gave the sales- 
man an opening and a new sales 
angle. He said he didn’t see any 
reason why the hair should be con- 
sidered in selecting a pair of shoes, 
since if he did it, he would have to 
go barefoot (because he was minus 
most of his hair). This statement 
broke the ice with the customer and 
she bought the brown shoes in a few 
minutes. 

“This sales argument is a new one 
so far as the writer knows, and is 
the first time he has used it in his 
30 years of selling shoes. It may not 
he applicable to many shoe men but 
it seems novel enough to mention 
and pass along.” 

* ~ * 


FINANCIAL statements, recognized 
by a shoe concern for the purpose 
of obtaining credit, reveal such 
falsities that a western concern was 
recently denied discharge in bank- 
ruptey, even though the debtor en- 
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deavored to compromise his debts. 

Two objecting creditors felt that 
there was a moral issue involved 
and where willful fraud occurred, 
they insisted upon due process of 
law. As a result, the referee in 
bankruptcy handed down a decision 
sustaining the objections and deny- 
ing the bankrupt’s discharge. 

There never was a better time 
when financial statements for the 
purpose of obtaining credit needed 
to be the truth, the whole truth and 
nothing but the truth, than now. 

io * 


AN 


WILLYS of Hollywood, stocking 
expert whom we remember as Willy 
De Mond, says the perfect feminine 
leg should measure: ankle, 844 in.; 
calf, 121% in.; thigh (seven or eight 
inches below hip-bone), 19% in. 
De Mond also said that the largest 
stockings he makes are size 11, for 
dainty Anita Louise (Garbo wears a 
diminutive 914) and the smallest 
are Lily Pons’ size 7. 

De Mond has a formula for leg 
makeup. “Brew a half-pound of tea 
in a pint of water. Put it on your 
legs and you'll have a tan you won’t 
be able to get off for six weeks.” 


mA p 
speciausr! 























PUBLIC buying habits can be 
molded to the customer’s greater 
advantage, was indicated in a report 
of pre-school shoe selling by H. J. 
Nutting, merchandise manager of 
the apparel division of Marshall 
Field and Company, Chicago. 

For the past six months, promo- 
tion on children’s shoes has stressed 
the fact that if merchandise is pur- 
chased early in the week, the cus- 
tomer finds the store less crowded, 
and salespeople better able to care 
for her needs than during weekend 
buying. “A decided increase in 
early-in-the-week buying has been 
noted because of this approach.” 

The department, since March, has 
featured accurate fitting with the aid 
of a fluoroscope machine, and a re- 
checking of each fitting by the de- 
partment’s supervisor. Fittings are 
recorded in the store, and mailing 
pieces are periodically sent to cus- 
tomers to keep them posted on the 
elapsed time since the last purchase 
of shoes. 


Through a recorded filing system, 
it was explained, shoes can be 
ordered by phone or mail within 
reasonable periods of time follow- 
ing the last visit in the department, 
if the customer desires this service. 
The filing system also provides a 
record of any foot defect which 
must be taken into consideration in 
the fitting of shoes. 





Heroie Flight Commander 
Was Former Leather Man 


LIEUTENANT COMMANDER JOHN J. SHEA 


Gallant Flight Commander of U.S. Carrier Wasp, 
Reported Missing in Action. 


LIEUTENANT COMMANDER JOHN JOSEPH SHEA, 
reported missing in action following the sinking in 
September of the aircraft carrier Wasp, is better re- 
membered in the Boston leather market, not as the able 
officer he was, but as the young and very popular 
salesman. Many recall him, before that, as a Boston 
College athlete of considerable distinction. 

It was during the first World War that Commander 
Shea graduated from “B.C.,” where he played football. 
He then enrolled at the Massachusetts Institute of Tech- 
nology for naval training and, at the age of 18, com- 
pleted the course with highest honors. At this time he 
received his commission as ensign in the Naval Air 
Force. At the close of the war he was put on the reserve 
list. In 1922 he entered the employ of John R. Evans 
& Company’s Boston office and he worked for that com- 
pany eight years. 

In 1930, while still working for John R. Evans & 
Co., he was recalled to active service and put in charge 
of the Squantum (Mass.) Air Field. Later, when the 
Wasp was launched, he was assigned to that ship. At 
the time of the action which resulted in her loss, he was 
Flight Commander. 

He is survived by his widow, the former Elizabeth 


Lieutenant Commander John J. Shea, 
U.S.N., Reported Missing in Action on Ill- 
Fated U.S. Carrier Wasp, Was Well 
Known in the 20's as Popular Salesman 


in the New England Leather Market. 


Kelly, and by a five-year-old son, Jackie. To Jackie. 
before leaving for sea service, Commander Shea wrote 
a letter which will live long in the minds and hearts of 
all who have read it. It explained to his young son 
why the war is being fought—‘“because there are people 
in countries who want to change our Nation, its ideals. 
its form of government and way of life.” It was written 
in language so simple, so sincere, yet so convincing 
that it promises to become a classic, and it has been 
printed in newspapers from coast to coast. It was writ- 
ten June 29th from the Pacific fighting area, and its 
full text follows: 

“Dear Jackie: 

“This is the first letter | have ever written directly 
to my little son and I am thrilled to know you can 
read it all by yourself. If you miss some of the words, 
1 am sure it will be because I do not write very plainly. 
Mother will help you in that case, I am sure. 

“I was certainly glad to hear your voice over the 
long distance telephone. It sounded as though I were 
right in the living room with you. You sounded as 
though you missed your Daddy very much. I miss you, 
too, more than anyone will ever know. It is too bad 
this war could not have been delayed a few more years 
so that I could grow up again with you and do with 
you all the things I planned to do when you were old 
enough to go to school. 

“I thought how nice it would be for me to come 
home early in the afternoon and play ball with you and 
go mountain climbing and see the trees and brooks and 
learn all about woodcraft, hunting, fishing, swimming 
and other things like that. I suppose we must be brave 
and put these things off now for a little while. 

“When you are a little bigger, you will know why 
your Daddy is not home so much any more. You know 
we have a big country, and we have ideals as to how 
people should live and enjoy the riches of it, and how 
each is born with equal rights to life, freedom and the 
pursuit of happiness. Unfortunately, there are some 
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QPA has announced that manufacturers who sell their 
own products, at retail only, to their own employees 
need not mark or file their maximum retail prices, but 
such sales must conform to ceilings established by the 
General Maximum Price Regulation. Also it is re- 
quired that manufacturers who sell articles at retail 
not manufactured by themselves, whether to their own 
employees or to the public generally, must continue to 
mark and file their maximum retail prices. Further- 
more, wholesalers making any retail sales are still re- 
quired to mark maximum prices on cost-of-living com- 
modities and to file these with their local War Price 
and Rationing Boards. 

Amendment No. 31 to GMPR, effective Nov. 5, pro- 
vided the exemption from the marking and filing re- 
quirements for manufacturers selling their own prod- 
ucts to their employees, applicable chiefly in company 
stores. OPA pointed out that such sales are usually 
made at levels below general retail sales and at little or 
no profit to the manufacturer. 


. * * 


TANNERS will be permitted to continue to put into 
process, during November, December and January, 210 
per cent (or an average of 70 per cent for each month) 
of their monthly average of raw goatskins, raw kid- 
skins and raw cabretta skins put into process during 
1941. The percentages, which are the same as those in 
August, September and October, are continued by 
Amendment No. 1 to Conservation Order M-114 as 
amended. 

Issued on Oct. 30 by the WPB Director General for 
Operations, Supplementary Order M-80-d requires sole 
leather tanners and converters to continue to set aside 
during November 15 per cent of their manufacturers’ 
type of sole leather bend production. This same per- 
centage has been in effect since August. 


7 .- * 


TO be in effect from Nov. 2 to Jan. 15, OPA has issued 
Supplemental Order No. 24 setting up rules for deter- 
mining maximum prices which retailers and wholesalers 
may charge for hundreds of thousands of articles, in- 
cluding footwear, specially packaged for Christmas 
sale. The rules exclude nylon hose or any package con- 
taining nylon hose, the purpose being to prevent evasion 
of nylon hosiery maximum price regulation. The order 
is limited to packaging done by the manufacturer or 
producer. Packaging done by the retailer or wholesaler 
does not entitle the seller to increase the price unless 
the package has an independent intrinsic value of its 
own, 
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THE rules classify the holiday packages into two main 
groups: 

1. Those in which the packaging consists primarily 
of paper or ordinary cardboard or both and in which 
the article or articles are regularly sold by the vendor 
in season other than Christmas time. The maximum 
price for the contents and the packaging in this group 
is the maximum price which normally would apply 
to the contents without the special wrappings. 

2. Those in which the packaging consists of material 
other than paper and ordinary cardboard and is of a 


‘type which normally would carry a combined price 


higher than the price charged for the contents without 
the special packaging; or those in which the package 
contains an article or articles not regularly sold by the 
vendor in seasons other than the Christmas season. 
Packages falling in this classification may be treated 
as a single commodity and the maximum price for it 
determined by the formula in Sec. 3 (a) of the General 
Maximum Price Regulation. 





7 . a 


PLANS have been completed in Spain for production 
of 1,000,000 pairs of shoes which will be sold to the 
working classes at prices ranging from approximately 
$1.63 a pair for children’s shoes to $3.83 for adults’ 
shoes, according to the Department of Commerce. 
Prices for leather shoes produced in Spain have in- 
creased from four to seven times since 1936. Shoes 
which formerly sold at from $1.82 to $2.28, a price 
range attractive to the middle classes, now retail at 
from $5.93 to $9.13. 


o ° ° 


THE appointment of two new members to the Wholesale 
and Retail Inventory Policy Committee has been an- 
nounced by Joseph L. Weiner, WPB Deputy Director 
of the Office of Civilian Supply. At the same time Mr. 
Weiner announced that members of the Committee and 
its technical staff will confer individually with repre- 
sentative manufacturers in New York on Nov. 17 and 
18, and in Chicago on Nov. 19 and 20. Conferences 
also will be held at the same time with wholesalers and 
retailers on the details of the committee’s proposed con- 
sumers’ goods inventory limitation order. 

C. J. Whipple, president, Hibbard, Speucer, Bartlett 
& Co., Chicago, will replace John A. Donaldson, who 
has resigned from the committee and taken leave from 
Butler Bros., Chicago, to assume a full-time position in 
the War Department. C. R. Palmer, president of Cluett 
Peabody Co., New York, has been added to the com- 


mittee. 
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Streamlining Retail 


Distribution Structure Must Be Kept Intact to Perform Its 
Vital War Function, But Must Also Pour Into the National 
Pool of Productive Energies All of the Manpower and 
Materials That Can Be Spared. Philip H. Coombs, Execu- 
tive Assistant to Retail Trade Director of OPA, Tells How 
It Can Be Accomplished, at Closing Shoe Fair Luncheon 


“SIMPLIFYING Retail Store Operations and Price 
Regulations” was the subject of an address by Philip H. 
Coombs, executive assistant to the director of the Retail 
Trade and Services Division, Office of Price Adminis- 
tration, at the closing noonday luncheon meeting of 
the National Shoe Fair at the Palmer House, Chicago, 
on Wednesday of last week. 

Harold F. Volk, of Volk Brothers Co., Dallas, Texas, 
who was reelected president of the National Shoe Re- 
tailers Association, presided at this joint meeting of 
manufacturers and retailers. In his introductory ad- 
dress, he said, in part: ; 

“The purpose of this meeting is the furtherance of 
one of the principal functions today of every alert trade 
association. During war time, it is essential that Gov- 
ernment have complete and sympathetic cooperation 
from all branches of industry. The sort of team work 
that is vital to our war economy requires a thorough 
understanding of the problems on both sides. . . . 

“For most of us gathered here, our best opportunity 
for service—unselfish, patriotic service—lies within the 
confines of our own industry. Ours—both the manu- 
facture and distribution of footwear—is an “essential” 
industry. Let no one tell you otherwise. The welfare. 
the health, the morale, if you will, of our civilian pop- 
ulation is powerfully affected by how we in the shoe 
industry do our jobs. Within the limitations neces- 
sarily imposed by shortened supplies and lessened avail- 
able labor, we must produce, in addition to military 
requirements, the most nearly normal supply of shoes 
for civilian consumption that is humanly possible. This 
is not “business as usual,” nor even in many cases 
“business for a profit. 
service and most of us are patriotic enough to carry 
on even though, as the saying goes, we are simply 
‘working for the Government’. . . . 

“Most of us now realize that the controls already set 
up will not suffice if we do not observe the intent as 
well as the letter of the various regulations. It is obvi- 


” 


We are rendering a necessary 


ous that the regulations are designed to reduce the 
number of pairs of shoes to be produced. If merchants 
buy beyond their reasonable requirements even though 
complying with the letter of the law, they are defeating 
its purposes. We have rtceived warnings and we know 
that those are not idle threats. It is as unpatriotic for a 
merchant to over-buy, and so to hoard, as for the indi- 
vidual. Retributions may come more quickly to the 
merchant, however, in the over-all picture, and to be 
more immediately specific there is Inventory Control to 
think about. The best advice that I have heard in this 
connection is for the merchant to adjust his business 
as quickly as possible to a reduced volume. Our Gov- 
ernment has warned that it is coming—and, brother, 
they’re not kidding!” 

In discussing ways and means of making retail trade 
conform to the requirements of total war, Mr. Coombs 
said: 

“The effects of war on retailing to date have been 
quite favorable on balance—except for those stores 
specialized in particular shortage items such as auto- 
mobiles, tires, gasoline, hardware and electrical appli- 
ances. True, the retailer has begun to experience war- 
time headaches. Labor is scarce in some areas and ex- 
perienced employees must be replaced with inexperi- 
enced ones. Merchandise is harder to find. Credit and 
transportation restrictions are troublesome; and not 


least of all, price control has presented its special prob- 


lems. Yet against these various headaches must be set 
the palatable fact that sales of most retail trades have 
risen to historic peaks, and profits likewise are none the 
worse for war. 

“Retailing has been somewhat slighted in most dis- 
cussions of war production to date. We tend to talk 
in terms of steel, aluminum and copper, and in terms of 
the phenomenal growth of machine tool output or the 
conversion of automobile plants to produce tanks and 
planes. On the labor side we count the number of 
skilled mechanics who can be turned loose to make 
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Business for War... 


torpedoes. Recently there has been talk about holding 
workers on the farm, because “Food will win the war.” 
But, .alas, the poor old proverbial shoe clerk seldom 
enters the picture—unless perhaps as the perturbed fel- 
low who tries to explain that he didn’t sell the identical 
shoe in March, but he did sell a closely similar shoe with 
substantially equivalent use and serviceability. 

“Yes, there has been this tendency to regard retailing 
as a 100 per cent civilian industry incapable of conver- 
sion to war work. But the hard economic facts of today 
dictate that retailing must become a war industry. The 
role of retailing in total war must be defined. The dis- 
tribution structure must be kept sufficiently intact to 
perform its vital war function effectively. But likewise, 
the distribution system must pour back into the national 
pool of productive energies all of the manpower and 
materials that can possibly be spared. 

“As a nation fighting for its very existence, we can ill- 
afford the luxury of not converting to strict war use a 
tremendous industry which will do a business of over 
50 billion dollars this year, which embraces nearly 2 
million business enterprises and over 6 million pro- 
prietors and employees, and which utilizes a sizeable 
proportion of the nation’s capital resources. 

“Every one is agreed, I think, that the vital job of 
retailing in total war is to distribute the limited supply 
of essential goods to the civilian population, without dis- 
crimination among different communities or different 
income classes and without raising prices. Where neces- 
sary, rationing must become the ally of retailers in 
doing this job. The government must see to it that the 
distribution mechanism is kept in good repair to per- 
form its function. This will become increasingly diffi- 
cult as time goes on, particularly in smaller communi- 
ties where the distribution mechanism can be more 
easily disrupted. 

“Everyone is also agreed that we cannot afford large 
amounts of excess capacity to appear in the distribution 
structure as the physical volume of goods flowing over 
retail counters declines. 


“THESE propositions, I suggest, are as vital to the 
retailer’s own interest today as they are to the nation as 
a whole. Only by streamlining the distribution system 
io do its vital war job can the requirements of total war 
be met. Only by streamlining his own business can the 
individual retailer hope to ride out the heavy storm of 
war and contribute his best to the nation’s war effort. 

“Let’s bring these general propositions down to con- 
crete facts. Next year we will spend 100 billion dollars 
on war alone. (Not long ago the experts used to argue 
whether America could ever have a total national income 
of 100 billion dollars!) Government estimates indicate 


November 14, 1942 











that there will be less goods and services provided for 
civilians in 1943 than at the depth of the 1932 depres- 
sion. Total retail volume in 1943 is expected to drop 
more than 20 per cent from 1942 levels. The decline 
will be much heavier toward the end of 1943, reflecting 
a sharp downward trend. Unusually heavy inventories 
will cushion the blow for a time, but only for a time. 
(The store that has good inventory will do well to make 
it last.) This volume drop will, of course, vary by in- 
dividual trades and stores. But as you know, the shoe 
trade is expected to bear at least its full share of the 
decline. 

“It is roughly estimated that if manpower in retail- 
ing were to shrink more or less proportionately with the 
probable shrinkage of volume, by the end of 1943 more 
than one million persons would be released to the armed 
forces or to war plants and other vital work. In any 
event, there must obviously be a shift toward use of 
women and older men. Retailers in Great Britain have 
lost 30 or 40 per cent of their manpower. 


“WHAT does all this add up to for the individual re- 
tailer? It means that his business will be hit by a volume 
squeeze and a margin squeeze. Fewer goods will flow 
over his counters. Some of the resources with which he 
does business will be drained away—particularly man- 
power but also transportation facilities, power, fuel, 
wrapping materials, credit and so forth. 

“Lower volume will mean lower profits; first because 
there will be fewer units to carry a profit and second 
because the cost of selling each unit will tend to rise— 
due to relatively fixed overhead costs. Moreover, other 
costs will tend to rise, especially labor, not merely from 
possible wage increases but from less efficient help. 

“The normal path to offsetting this cost and volume 
squeeze—at least in part—by upward adjustment of 
prices and margins is closed to the retailer by price 
control. We cannot afford price increases which spell 
disastrous inflation to the nation and bankruptcy to 
retailers. 

“This is indeed a sobering outlook for retailers. But 
you have not invited me here today to utter prophecies 
of gloom. And I have come here not to bury retailers, 
but to suggest ways by which they can keep alive to 
perform important war tasks and to participate in the 
building of post-war prosperity. I have discussed at 
some length the economic outlook for retailing only to 
emphasize its gravity and the urgent need for retailers 
to start acting fast. Though the rough road ahead 
should give retailers cause for concern, it should not 
give them cause for fear. It is not a hopeless situation 
about which nothing can be done. 

[TURN TO PAGE 30, PLEASE] 
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Two rooms which proved to be un- 
usually interesting—the Victory 
Bond Rooms of Julian & Kokenge 
Foot Saver and Dr. M. W. Locke 
shoes, where its representatives went 
all out to sell bonds instead of 
shoes. Left to right: C. C. Casler, of 
the H. P. Wasson Co., Indianapolis, 
Ind.; C. J. Henry of J & K; Miss 
Roberta Bosworth and L. A. Miller 
of Elder & Johnston, Dayton, O. 





HOE FAM 


Floyd A. Page, May Co., Cleveland, 
O., inspects a serviceman’s shoe in 
show rooms of Field & Flint Co., 
Brockton, Mass., at the Palmer 
House, flanked by C. L. Ward (left) 
and Miles Baker (right) of the 


well-known Brockton firm. 


Below: Looking over the Natural Bridge Line at 
the Palmer House. (Left to right) Troy Hopkins, 
Sales Manager, William Rosenberg, Scruggs, V an- 
dervort & Barney, St. Louis; Edward Anderson of 
Henderson-Hoyt, Manitowic, Wis., and S. C. Koch 
Hayden of Natural Bridge. 


Below: They all agree that “Lustreflex” is inter- 
esting. Left to right: Sam Schwartz of Schwartz 
and Benjamin Customcraft Originals; Bob Ross of 
Bristol Fabrics, Inc.; Chick Schwartz and John 
Henry of The Gus Mayer Co., New Orleans, La. and James D. 
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Visiting buyers and salesmen of the Stetson Shoe Co., Inc., 
South Weymouth, Mass., look over the company’s line at 
the Palmer House. Left to right, Harold Bigger, Elder & 
Johnston Co., Dayton, Ohio; R. B. Cooper, Stetson; Doug 
Grearson, Jordan & Marsh Co., Boston, Mass.; Carl E. 
Ganter, sales manager, men’s division, Stetson Shoe Co.; 
Frank Cox, manager, Stetson Shoe Shops, Chicago, and B. 
M. Cox, also of the Stetson Shoe Shops in Chicago. 


PICTORIAL 


Beaufort Shoe Parts to meet M-217 are creating 
| considerable interest at the fair (left to right) 
Seering Wilson, C. D. Cate, C. Mathy and I. S. 
| Newberg, all of the Homasote organization, which 
gives promise of becoming a real factor in the 
further development of products for wartime use. 


Right: Grouped around the registration desk on the 
mezzanine floor of the Morrison Hotel are the following 
shoe men: Simon Wener, Wener’s Bootery, Memphis, 
Tenn.; Julius Rosenblum, Paulson Shoe Store, New 
Orleans, La.; L. A. Ditson, Glass Block Store, Duluth, 
Minn.; A. V. Hamilton, Chas. F. Kramethauer & Son, 
Chicago; Samuel Linznec, L. & W. Shoe Co., Philadel- 
phia, and Rowland Hill, Jr.. London, Canada. Register- 
ing this cosmopolitan group of shoe men is Miss Jessie 
Barnes of the Chicago Association of Commerce. 


Below: In the light of M-217 restric- 
tions, sole leather conservation—and 
for other reasons—the Vulcan Cor- 
poration’s display of wood sole shoes 
at the Palmer House, room 971, is at- 
tracting much attention. They are 
named Liberator Wood Soles, light in 
weight, easy walking and long wear- 
ing, include rocker and hinge type. 

















WALITY 
BUILT THIS SHOE BUSINESS 


ONE of the oldest and perhaps most successful retail 
shoe stores in the Milwaukee, Wis., area is the one 
operated by the Hoefs brothers at 3267 N. Green Bay 
Ave. in Milwaukee. This store has seen the advent of 
three generations of Hoefs and is still going strong. It 
was founded in the same building it now occupies— 
that was in 1873. Thus, in 1943 the Hoefs store will 
be 70 years old. Looking back on its three score and 
ten history, the present owners, George J. and Emil W. 
Hoefs, can trace an ascending crescendo of sales. Each 
year has seen new successes, new customers added to 
the old list and a general improvement in business. 

There is a romantic background to the Hoefs store. 
It was started by Herman Hoefs, grandfather of the 
present owners. The elder Hoefs was a shoemaker by 
trade and migrated to this country from Germany. 
When he started at the present location, it was then a 
part of the town of Williamsburg, a suburb of Mil- 
waukee. All around was nothing but sparsely settled 
territory, but then, as now, customers came for miles 
to buy from this store which, from the start, stressed 
quality and customer satisfaction. 

When Herman Hoefs passed on, his son, Emil, Sr., 


22 


George Hoefs, left, and his brother Emil, 
co-owners of this well known family shoe 
business. 


took over. It was not until 192] that George Hoefs came 
into the store to assist his father. A few years later, the 
other son, Emil, Jr., joined his brother. It was also in 
1921 that the second generation Hoefs died, leaving the 
store to the two boys who now operate it. George and 
Emil Hoefs worked hard to improve business beyond 
that enjoyed by their father and grandfather. Their 
ideas on retail merchandising must have been sound for 
they have doubled their volume of business since 1921. 

The Hoefs store lacks most of the showmanship and 
gaudy attractiveness of many similar enterprises, but 
it possess a genuine friendliness and conservative nature 
that invites patronage from the entire family. This 
“entire family” patronage is the basis for its success. 
The brothers have definite ideas about how the public 
should be treated and in practising these beliefs have 
built up the good will and confidence of the trade they 
serve. 

“We cater to the individual requirements of our cus- 
tomers,” says George Hoefs. “We believe that the good 
shoe retailer should forget about his return in dollars 
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HOEFS SHOE STORE IN MILWAUKEE, WIS., WILL SHORTLY OBSERVE ITS 
SEVENTIETH YEAR OF PROVIDING QUALITY SHOES AND PROPER FITTING 
FOR FAMILIES IN THIS AREA. SELL GOOD MERCHANDISE, THE OWNERS 
SAY, AND PROVIDE SATISFACTION FOR YOUR CUSTOMERS, AND YOU'RE 
BOUND TO BUILD LASTING BUSINESS. SOUND POLICY FOR ANY STORE. 


and cents and worry more about having a customer 
satisfied. If he does that, the dollars and cents will take 
care of themselves.” 

Today, the Hoefs store boasts customers who have 
purchased their shoes here for 45 to 50 years. 

The Hoefs brothers have specialized in corrective 
measures to give their customers more comfort and 


+ 


George Hoes arranges 
one of his “impulse 
buying” displays. 
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longer wear. Both brothers have attended special foot 
corrective schools and have made an active study of 
feet so that they can give proper advice. Hundreds of 
boys and girls all over Milwaukee have had their first 
pair of shoes from the Hoefs store. Customers have 
recommended the store to friends, resulting in cus- 
tomers in every part of the city, despite the fact that 
the store is in an outlying shopping center. 

The Hoefs brothers make it a point to keep records 
on the kind of shoes worn by their child customers. 
These records are kept in conjunction with a sales-build- 
ing idea which has proved an excellent business getter. 
In 1931, when business was at a low peak everywhere, 
the Hoefs brothers launched their idea—a birthday club 
for their child customers. They obtained from each 
child who purchased a pair of shoes, the name, address, 
birth date, size and type of shoe bought. These facts 
are entered on an individual card which is kept up to 
date. When the parents bring their children in, the 
Hoefs brothers examine each child’s feet carefully. 
Imperfections in the walking habits of the child are 
noted and corrections such as wedges are made in the 
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Emil Hoejfs X-rays the foot of a customer. 
The X-ray machine is used for almost 
every customer to assure proper fit. 
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BUCKLE MONKS 


Officers of the WAACs Are Now Permitted to Wear the Buckie 
Monk for Dress and Off-Duty if They Wish to Purchase These 
Shoes in Addition to Regular Issue Models. And This Means 
Business for Stores in Cities Where the WAACs are Stationed 
and a Spurt in Sales of this Spruce Military Type to Women 
Civilians Who Appreciate its Suitability with Suits. Count on 
Buckle Monks to Emerge from the "Sleeper" Class. 





MEAN BUSINESS 


|F you find more and more of your women customers 
coming in and asking for buckle monk shoes, don’t be 
surprised. They are seeing how smart they look worn 
by the woman in uniform. They are going to want a 
pair to finish off their own tailored suits. 

It doesn’t take a very keen observer to see how this 
desire to imitate the women in uniform is spreading 
among all kinds of women. Stand on a busy street 
corner in any of our big—or not so big—cities and 
watch the crowds. A girl goes by in a blye suit, brass 
buttons on the jacket, blue visored hat, over the shoulder 
bag matching brown military oxfords. You take a 
second look to see what service she is in. Everything 
about her is well-groomed, brisk, business-like, as though 
she were under orders and doing vital war work. But, 
look again, she’s only a civilian who has responded to 
the style trend of the times. 

Why this sudden spurt in the popularity of buckle 
monks? The officers of the WAACS were recently 
granted permission to wear them for dress and off-duty 
shoes, and it’s a safe guess that they'll be copied by 
their sisters not in uniform. 

Buckle monks illustrated from various manufacturers 
exemplify types in the best classic tradition taken from 
the British model launched a decade ago by men follow- 
ing the peaceful pursuit of grouse hunting. In women’s 
shoes the buckle monk is excellent for process and 
single sole constructions as well as welts, unlined. 
leather lined or with faille or coutine lining—no doubler, 
no drill. Permitted model for the WAAC officers has 
crimped vamp, is severely plain. 

Many women take their cue from the bright young 
aviators who first discovered this shoe, and buy a buckled 
monk because of its practical features. It goes on like 
greased lightning with no laces to tie—or to come un- 
tied. That’s their principle source of complaint against 
oxfords—that the laces won’t stay firmly tied. And 
they like the buckle monk for the same reason that put 


Top row, left to right: Selby Shoe 
Co.; George E. Keith Co. Second row: 
Dixon-Bartlett Co.; E. P. Reed Co.; 
Bancroft-Walker Co. Center: Flor- 
sheim Shoe Co. Bottom 
row: J. P. Smith Shoe 
Co.; M. N. Arnold Shoe 
Co.; Marshall, Meadows 
& Stewart, Inc. 
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Shown at the right 
are two WAAC offi- 
cers—the one on the 
left wearing the 
Winter uniform; the 
one on the right 
wearing the Summer 
uniform. Shoes 
shown with these 
uniforms are those 
officially selected 
for on-duty wear. 
W AAC officers, how- 
ever, may wear 
buckle monk styles 
for dress or off-duty 
wear, according to a 
recent decision. 


pumps and slipons in favorite piace for so long—it’s a 
cinch to put on and take off. 

Now that shoes with functional buckles are given a 
clean bill of health by WPB rulings, there is nothing to 
stop the buckle monk from taking the important posi- 
tion that it has been ready to assume for so long. Buckle 
monks in casual versions, taken from the Norwegian 
moccasin shell and fitted with buckle adjustment, have 
been popular for over a year. In additions to the plain 
toe models and the hard-to-make crimped vamp style 
there are buckle monk variations in all types of con- 
structions with moccasin fronts, gypsy seam vamp or 
brogue details like perfs and pinkings. 


THE buckle monk approved for the WAACS officers’ 
dress shoe is in Army russet calf, as much like a military 
model as possible, with crimped vamp and not one iota 
of trimming. Black calfskin buckle monks worn. for 
over a year by women in Red Cross uniforms are now 
selling—through retail outlets incidentally—to members 
of the WAVES. Buckle monks in Army russet or black 
crushed calf or kidskin, alligator or lizard are possi- 
bilities for civilian wear. 

[TURN TO PAGE 42, PLEASE] 











The Editor’s 


Outlook 


by ARTHUR D. ANDERSON 
EDITOR * BOOT and SHOE RECORDER 


The Four Great Wastes 


WHAT do you mean—salesmanship is out for the 
duration? 

If you want to know the truth, salesmanship is just 
beginning. There is a difference between a promoter 
and a salesman. One is a flash and the other is a thor- 
ough business man. Let us explain the point: 

A shoe manufacturing outfit has called in its salesmen 
and as much as said: “We don’t need you any more. 
The shoes sell themselves.” 

Another shoe manufacturing organization called in 
its salesmen and said: “Let’s have a two weeks’ spell 
of school here at the plant before you go out on the 
road and let’s see what we can do to make you very 
useful in the better distribution of the shoes that we 
have to offer.” 

The first outfit is rolling along in the same old way, 
with mail orders on case lots from regular customers 
and a plus amount of orders from merchants who want 
to buy anything and everything, as long as it is SHOES. 
This outfit, which we will term A, is riding high as a 
factory grinding out shoes and is taking it for granted 
that things will continue for a long time to come. 

The second shoe manufacturing institution B (and 
we hope you notice the distinction between the desig- 
nation of outfit and institution as herein given) is also 
jampacked with orders; and the problem is one of 
allocation rather than of new customers. So the sales- 
men are going out with just enough samples to 
fill an order tray. A portfolie of pictures supple- 
ments the samples, to give the scope and purpose 
of the entire Ene. The salesmen are told to take their 
unhurried time in covering the trade; to sit down and 
talk, talk, talk with the merchant on the precise posi- 
tion of that store in that community—as a continuing 
business organization, capable of discounting its bills 
and rendering a real service to the public. Instead of 
taking orders 6-10 in straight case lots, the salesmen 
go over the merchant’s size sheets and find out where 
there are spots to fill in wantable sizes—let the end 
sizes take care of themselves. These well-informed sales- 
men have a purpose to fulfill. They want to give the 
merchant precisely the stock that has a salable value 
in size, width and type and only enough to justify the 
turn-over business of that merchant’s communitv. 

The salesmen of manufacturer B serve an essential 
purpose on the civilian front. They make sure, by em- 
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phasis on business methods, that the merchant operates 
as a useful, solvent store, serving a public with attrac- 
tive, wantable shoes that have an END USE justifying 
the leather and ingredients assembled at the factory. 

In the other case, they are part of the organization; a 
credit to the institution and a necessary aid to better 
business planning. 

There never was a time when team work was so im- 
portant. A close family tie-up between the manufac- 
turer and the merchant, working together for the 
one purpose of making every pair salable. 
Because it is very important, at this stage, that we 
reduce wastes. 

Already a million samples have been removed 
from making because of M-217. Infinite variety 
of fancy patterns and designs are not needed in a 
war economy. They are out for the duration and 
would that we had some method of correcting the 
sample evil by either having samples in some 
other sizes than 4-B and 7-B. Maybe we should 
jump ahead in our thinking towards the time 
when salesmen will travel by airplane and a few 
shoes and a handful of pictures and a national 
presentation of the line in business papers will 
serve as a medium of trade simplification. 

We are learning how to do business better because we 
are forced to abide by OPA that cancels-out all com- 
petitive prices; by WPB that simplifies styling by law; 
by the shortage system that says: “You can’t get all 
your wants delivered when you want them, so concen- 
trate on what will be resalable.” If inventory control 
comes, can rationing be far behind? 

It would be a pity indeed if the axe should drop on 
some businesses today overloaded with sizes that will 
never sell and ‘styles that will never fit the feet and 
wants of today’s customers. 

One thing we are beginning to find out—you can’t 
win a war or run a business with a long face touching 
your knees, and tears that bathe your feet. You've got 
to stand up like a man; perform your allotted work like 
a business man and give this American public of ours 
something that’s smart and useful, practical and foot 
wearable . . . for by so doing you don’t waste leather: 
you don’t waste manpower; you don’t waste precious 
time and you don’t waste money. These are the four 
great wastes! 
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J When you retailers tell us of 
Fortune’s leadership in style and value we are indeed proud, 


because we have certainly done our level best in every possible 


way to make Fortune America’s Number One line in the $5 


to $5.50 price field. Not only is it a tribute to the Fortune line 
but it gives us assurance that we are turning out the kind of 
shoes you retailers can sell—the kind of shoes the public wants 
to buy. In these times, particularly, it is extremely important 
for retailers to deliver genuine values—smartly designed 
shoes that are well worth the consumer's money. We are 
determined to produce and deliver to every Fortune 
retailer this type of merchandise. 


The new Fortune line for Spring is now being shown by 


EN AT AMERI 
FAVORITE RETAIL PRICE 


% In a recent survey of retailers from coast to coast 
Fortune was voted the leading brand in its price range 
in both style and value! 


Fortune salesmen throughout the country, and it is a line stripped 
for action—designed in compliance with all new regulations but 
designed with patterns and materials that shout salability! 
With Fortunes frozen at America’s favorite retail price, and with 
distinctive national advertising and compelling local promotions 
to back them up — retailers in every section of the nation are 
reaping profits with volume sales. Don’t miss seeing this new 
Fortune line for Spring! 


FREE to retail clerks: Fortune's new, handy, pocket-size 
booklet, All about Conservation Order M-217. Write for 
s your copy of this valuable booklet today! 


CHLAND SHOE COMPANY 


A DIVISION OF GENERAL SHOE CORPORATION 
NA 


SHVILLE, TENNESSEE 









FASHION 
SHORTS... 





















New Versions of 


Wooden Soles | z 





te 


Flexible, noiseless—and able to take it are 
these new wooden soles made of a series of a 
narrow strips of wood rounded on the bottom. 
The thickness of the wood governs the dura- 
bility, according to the makers. The average 
thickness used will be equivalent to an eight or 
ten iron leather sole, they say. Similar wooden 
soles have been worn for years in Europe where F 
long-wearing qualities were the main object. 
Soles shown here are from W. Oakley Cagney. se] 
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One piece of flexible wood fri 

i makes this sole which is tal 

: adaptable to all lasts with a as 
flat bottom. Slits cut in alter- 

nating rows from either edge a | 

of the last are what give the ae 

sole its flexibility. Combined ‘ 

with rubber, as an insert, this no 

flexible wood can save mil- * 
Hons of pounds of reclaim 

rubber annually, according to fir: 

its makers. “Inner Filler | 
Soles Ameriflex” is the name 

given this filler. The all-over Mi 

sole made of flexible wood is , 

known as “Ameriflex”. Both € 

are made by United States In- tak 

terrub Processes. h 

she 

I 

in 

is 

thi 

inc 





Boot and Shoe Recorder 


















CARD FILE SYSTEM 


Builds Repeat Sales 


Fred W. Werner of St. Joseph, Mo., Keeps 
Record of Sizes and Types Sold to Each 
Customer, Thereby Encouraging the Cus- 
tomer to Send in Repeat Orders When 


a Personal Call May Be Inconvenient 


FRED W. WERNER has been fitting shoes in St. Jo- 
seph, Mo., since 1905. In 1922 he became a shoe store 
owner. His card file of customers has grown from a 
small handful to a list of 10,000. This file card system 
contains a complete record of the exact size, width, 
stock number, price and foot condition of every cus- 
tomer. A companion file is one of Pedograph prints 
all labeled to correspond with the customer’s file record. 

The list is kept active by continuous mailings of fold- 
ers or letters of a cheerful content. Mr. Werner 
explains that a good, plain business letter, inviting the 
recipient in for another fitting or suggesting an order for 
a pair of shoes from their size record is extremely bene- 
ficial. His mail orders now come in from most of the 
48 states and Hawaii. 

He has found that his customers invariably sell their 
friends and acquaintances. As soon as a card file is es- 
tablished on one person in a community, it is not long 
until other folks from that same community come in for 
a fitting, and the file for that town grows. From one 
customer established in one particular town, the file has 
now grown to 25 separate cards for that town. These 
additions are all directly or indirectly traceable to that 
first satisfactory fitting. 

Recently Mr. Werner fitted a customer from Hibbing, 
Min., in a 91% AAAAA. She explained that she would 
be unable to return for more fittings, but that she would 
take advantage of the file card system and order her 
shoes by mail in the future. 

Mr. Werner's file cards range from 2144B to 11 AAAAA 
in women’s and from 6C to 13 AAA in men’s. And this 
is the range of sizes Mr. Werner carries in stock. To 
this varied range he ascribes most of the 75 per cent 
increase in mail order sales in the past six months, while 
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the sales as a whole have increased about 30 per cent in 
the same period, showing a $2,000 gain in September. 

Mr. Werner’s complete orthopedic department in- 
cludes quality brands. When, during the depression, 
Mr. Werner had to decide whether to swing with the 
tide to cheap shoes or carry on with high grade fitting, 
he chose the quality road and is now reaping the bene- 
fits of that decision, while many others who drifted with 
the trend to cheap shoes have since gone out of business. 
His orthopedic department now overshadows the whole 
field, and the store is often referred to as the Orthopedic 
Shoe Store. 

Changing times have brought a change in advertis- 
ing plans. Formerly for 25 years the store carried an 
ad in the newspaper daily. Recently that advertising 
was reduced 50 per cent and a larger appropriation is 
used in direct mail and radio. Mr. Werner is justly 
proud of having eliminated cheap shoes from his charts 
and of having cemented his trade and his career to 
quality merchandise. 

He feels that the standardization of footwear will au- 
tomatically eliminate many inferior made products and 

[TURN TO PAGE 32, PLEASE] 
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Streamlining Retail Business for War 


[CONTINUED FROM PAGE 19] 


“There are two general ways to 
streamline distribution in order to re- 
lease unnecessary resources to more 
important uses. One is to cut down the 
number of retailers; the other is for 
every retailer to cut down. Let me 
assure you that your government is 
anxious to do it the latter way. No one 
that I know of in Washington desires 
to see retailers go out of business. 

“When-a government expert recently 
testified that there might be a net re- 
duction of about 300,000 retailers in 
1943, many retailers were apparently 
shocked. Actually the statement is not 
quite as shocking as it sounds. Even in 
normal times the rate of retail with- 
drawals is astonishingly large. Dun & 
Bradstreet figures show that for years 
now between 250,000 and 300,000 re- 
tailers have closed their doors each year. 
Normally they are replaced by the same 
or a somewhat larger number of new- 
comers. 


Retail Birth and Death Rate 


“In recent months this pattern of 
retail births and deaths has changed. 
The birth rate has fallen off sharply 
but the death rate has not shown as 
large a climb as you might expect. Be- 
tween September, 1941, and July, 1942, 
the Dun and Bradstreet records show a 
27 per cent drop in the birth rate but 
only a 14 per cent increase in the death 
rate. The withdrawals were concen- 
trated in the types of stores specialized 
in handling certain shortage merchan- 
dise. 

“Thus it is clear that reduced entries 
into retailing, so far at least, seem to 
have had a stronger influence than in- 
creased departures on the total number 
of retailers. It is my judgment that we 
can anticipate a further decline in the 
retail birth rate, and this will have the 
salutory effect of leaving relatively 
more volume for existing stores. You 
may have noticed that our Canadian 
neighbors inaugurated retail birth con- 
trol last week. 

“But let’s move away from the retail 
maternity room and morgue over to 
the kind of streamlining of distribution 
you are most interested in—the kind 
that involves working fat off the mus- 
cles of existing stores. 

“As you know, the Office ‘of Price 
Administration is intensely interested 
in this subject. A regulation is now 
being drafted which will permit or re- 
quire retailers to slough off certain ser- 
vices. You can call them frills if you 
wish, but OPA simply regards them as 
peacetime luxuries which we can well 
affgrd to dispense with in wartime. It 
is an qMmy-program and a conserva- 
tion: p m, designed to reduce oper- 
ating costs and eliminate waste. 

“The general policy of OPA in refer- 
ence to curtailing retail services may 
be stated briefly. First, the program is 
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intended to apply to all those services, 
but only to those services, whose reduc- 
tion or elimination will not reduce the 
essential value which consumers now 
receive for their monely. Promotional 
services take up a lot of room in this 
class. 

“Second, it is not intended that re- 
tailers shall eliminate services that are 
a significant part of the value which 
consumers pay for, unless a correspond- 
ing price reduction is made. Moreover, 
it is not intended that charges shall 
hereafter be made for services given 
free in March, or that March service 
charges be advanced. 

“Third, the OPA program will extend 
far beyond its mandatory portions. I 
will come back to this point later. 

“Finally, OPA will regard it as the 
responsibility, not merely the privilege, 
of retailers to make such economies, 
whether they are mandatory or permis- 
sive. The retailer who fails to do his 
utmost in reducing operating costs 
would probably be ill-advised to seek 
price relief from OPA under a plea of 
hardship. 


Two Kinds of Economies 


“There are two general kinds of re- 
tail economies. First are the so-called 
‘external economies’ which can be 
achieved by eliminating various com- 
petitive services which have accumu- 
lated in our retail system over the 
years, even to the point of cluttering it 
up. These services cannot easily be 
dropped by an individual merchant un- 
less his competitors do likewise. Their 
elimination can best be accomplished by 
regulation or by point community 
action. 

“The forthcoming OPA regulation 
will strike at this area. It is probable 
that the initial order will affect such 
items as approval sales, returned goods, 
lay-aways, gift wrappings, delivery, 
special decorations, and various minor 
promotional services. The action is 
likely to be partially mandatory, par- 
ti#Hy. permissive. 

“The second type of economies are 
the ‘internal’ ones which can be achieved 
through. adiustments of internal store 
management. Here we are thinking in 
terms of management bulletins which 
will be prepared in cooperation with the 
Department of Commerce and with re- 
tailers themselves, tailored to fit the 
problems of specific trades. There are 
great opportunities for trade associa- 
tions, both local and national, in this 
area. 

“OPA is anxious for retailers to ex- 
amine their own operations with a 
view to slashing costs wherever pos- 
sible. No economy, however small, 
should be overlooked. The cumulative 
effect of various minor economies may 
spell the difference between life and 
death for a retail store.” 


Shoe Store Employment Up 


RocHEsSTER, N. Y.—While 9724 retaij 
stores in New York state showed a de 
crease of 5.6 per cent in working forces 
and payrolls during September com. 
pared to September of 1941, shoe stores 
showed increases of from 20 to 34 per 
cent, Frieda S. Miller, commissioner of 
labor, reports. 


Heroic Flight Commander 
Former Leather Man 


[CONTINUED FROM PAGE 16] 


countries in the world where they don’t 
have these ideals, where a boy cannot 
grow up to be what he wants to be 
with no limits on his opportunities to 
be a great man, such as a great priest, 
statesman, doctor, soldier, business 
man, etc. 

“Because there are people and coun- 
tries who want to change our nation, 
its ideals, form of government and way 
of life, we must leave our homes and 
families to fight. Fighting for the de- 
fense of our country, ideals, homes 
and honor is an honor and duty which 
your Daddy has to do before he can 
come home to settle down with you 
and mother. When it is done, he is 
coming home to be with you always 
and forever. So wait just a little while 
longer. I am afraid it will be more 
than the two weeks you told me on the 
phone. 

“In the meantime, take good care 
of Mother. Be a good boy, and grow 
up to be a good young man. Study hard 
when you go to school. Be a leader in 
everything good in life. Be a good 
Catholic and you can’t help being a 
good American. Play fair always. 
Strive to win, but if you must lose, lose 
like a gentleman and a good sports- 
man. Don’t ever be a quitter, either in 
sports or in your business or profes- 
sion when you grow up. Get all the 
education you can. Stay close to 
Mother and follow her advice. Obey 
her in everything, no matter how you 
may at times disagree. She knows 
what is best and will never let you 
down or lead you away from the right 
and honorable things of life. If I don’t 
get back, you will have to be Mother’s 
protector, because you will be the only 
one she has. You must grow up to take 
my place as well as your own in her 
life and heart. 

“Love your grandmother and grand- 
dad as long as they live. They, too, 
will never let you down. Love your 
aunt, and see them as often as you 
can. Last of all, don’t ever forget your 
Daddy. Pray for him to come back, 
and if it is God’s will that he does not, 
be the kind of a boy and man your 
Daddy wants you to be. 

“Kiss Mother for me every night. 
Goodbye for now with all my devotion 
for Mother and you. 

“Your Daddy.” 

Commander Shea went to his death 
with the Wasp, gallantly fighting the 
fire which had engulfed his ship. 
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Quality Built This 


Shoe Business 


[CONTINUED FROM PAGE 23] 


shoes to help the child walk correctly. 
The feature which appeals most to the 
children is that each one receives a 
special birthday card during the week 
in which his birthday falls. The card 
invites the child to come in and pick out 
a little birthday present. Particular 
stress is placed on the fact that they 
are not expected to buy anything. But 
more often than not the parents make 
a purchase at the same time. Birthday 
presents consist of games, toys and 
books with an average value of 25 
cents. All items are the type that will 
appeal to children. 


While the Hoefs brothers try to cor- 
rect slight defects in the feet of their 
cutomers, they never hesitate to recom- 
mend a foot doctor where necessary. 


From a merchandising angle, both 
Hoefs brothers are firm believers in 
impulse buying. They believe in dis- 
playing merchandise profusely, espe- 
cially the type of merchandise that will 
catch the eye. “The impulse buying 
idea is especially true among feminine 
customers,” says Emil Hoefs, “and it 
has resulted in many additional sales 
for us,” 


The Hoefs store features only first- 
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quality shoes. As George Hoefs puts it, 
“We never sell a pair of shoes unless 
their quality satisfies us completely. 
They must fit correctly and be top 
quality. If not we would sooner throw 
them into a discard pile and take our 
loss.” 


Even during the deepest depression 
the store refused to sell cheap mer- 
chandise in order to build volume. 
Quality is first, price secondary here. 
Mr. George Hoefs uses a particularly 
truthful sales argument if a customer 
should balk at a price. He compares the 
value of shoes with other garments for 
children, pointing out that children’s 
snowsuits may now cost as much as 
$15 to $18, yet a good pair of shoes may 
only be $3.75. It doesn’t take long for 
a wise mother to see the comparison 

An efficient stock arrangement cuts 
odds and ends to the bone. Shoes are 
arranged on shelves according to size 
and a few types. Thus if a pair of 
8-C shoes is wanted there are only two 
spots in the store where it can be 
found. This eliminates the tendency to 
forget about a pair that size in some 
other part of the store, and by showing 
the complete selection in each size, it 
is easier to move all lines and eliminate 
odd pairs in various styles. 

Both brothers are firm believers in 
selling sidelines. Right now they feel 
it is important to sell shoe polishes and 
leather treatment to help preserve 
shoes. They instruct their customers on 
proper shoe care, urge them to repair 
shoes quickly and influence them in re- 
pairing shoes which otherwise might 
be thrown away. Incidentally, the 
brothers operate a shoe repair depart- 
ment in the rear of their store. 


The brothers are regular readers of 
Boot AND SHOE RECORDER. As George 
Hoefs says, “We have taken the 
RECORDER as long as we can remember 
and expect to take it as long as we are 
in business.” 

The underlying philosophy of the 
Hoefs brothers explains their success. 
“The shoe business,” says George Hoefs, 
“is getting on a basis where it pays to 
be a good shoe man. The good shoe 
man is semi-professional. The shoe 
business gets into your blood. So long 
as you sell good merchandise, believe 
in it yourself and watch first for the 
individual satisfaction of your cus- 
tomers, your profits are limited only 
by the initiative you can show.” 





Arthur E. Richards 


Detroit, Micnh.—Arthur E. Richards, 
67, better known as “Ted,” died re- 
cently in Mercy Hall, after a long ill- 
ness. He was active in the Detroit shoe 
business from 1910 up until recent 
years, and was at various times as- 
sociated in the sales departments of 
R. H. Fyfe and Company, S. L. Bird 
and Sons, Crowley Milner’s, Newcomb- 
Endicott and Co., and the Enna Jettick 
stores. 

Mr. 
widow. 


Richards is survived by his 














FOOT COMFORT 
FOR WAR WORKERS . 


Health Spot Shoes have 
long been a source of satis- 
faction to the countless 
men and women for whom 
they have meant comfort 
and liberation from the an- 
noying inactivity which 
aching, easily tired feet so 
often bring about. 

Today Health Spot Shoes 
are playing an even more 
important role — that of 
keeping war workers com- 
fortable on their feet. 

The long hours of standing 
and walking on cement 
floors has increased the 
need fer sturdy, comfort- 
able shoes for war workers, 
to help them stay on the 
job and save valuable pro- 
duction time. 

Health Spot Shoes are 
“made-to-order” for this 
need, due to their remark- 
able construction designed 
to give the wearer more 
comfort and more service. 
War workers readily recog- 
nize in the Health Spot 
Shoe the qualities which 
distinguish them from 
other shoes and answer the 
need for proper arch sup- 
port, comfortable fit and 
strength of construction. 
The growing popularity of 
Health Spot Shoes among 
war workers is reaching 
enormous proportions and 
it is becoming a problem to 
satisfy the demand. 

We shall continue to do 
our level best to maintain 
the highest possible produc- 
tion on Health Spot Shoes 
while a part of our facili- 
ties are devoted to the man- 
ufacture of men’s Navy 
High Shoes. 


MUSEBECK SHOE COMPANY 
Danville Ilinols 
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REGULATION Builds Repeat Sales a 
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work to the benefit of the established 


Yoch retailer of quality merchandise. Loren 
Roberts, one of his best fitters, was 

¢ ¢ called into the service and is fitting 
shoes at Fort Leavenworth. Since he 


cannot be replaced, Mr. Werner is con- 
sidering junior college boys to fit shoes 








under the supervision of himself and 
FOR FFICERS his other old timers. These college boys 
are out of school at 1.30 and could 
! work until the present closing time at 
OF THE ARMED SERVICES ONLY!! | 5.30, or if necessary, the closing time 
* * * | may be extended to 9.30. Mr. Werner 
| feels that this may be the answer to 
| the manpower shortage in shoe stores 

P | for the duration. °N. 
There aren . enough of In 1940, in cooperation with the St. 
these Colt “‘Quality,”’ | Joseph school board, Mr. Werner con- 
strictly military, shoes to yr ty ange in gc peene and 
d shoe fitting of from 12 to 20 students in 
go ashy : age « = Distributive Education. The classes 
as weE ike tO | were held in the store after closing 
wear them. If you have | hours and while the students are now 
an Officer trade you will | for the most part employed elsewhere, 
do well with them ' —_ wert | = sag sage 
sons customers r. Werner. is is his 
os they fit within the reward for his hours of training spent 

officer’s budget. as a service to his community. OF 





Wholesale at $5.00 per pair | 44, Made Shoes for 70 Years 















































* z co de _ SaN FRaNcisco, CaL. — John W. 
PLEASE: Not a pair for Civilian Wear! , | vers, now 82 years. old, has started y 
* * | on his 71st year of shoemaking, and is : 
| still going strong. Mr. Perks, and his om 
R-7142 three sons, Frank, Leonard and . 
Eyelet Ankle Reginald, all work for Buckingham & ome 
widths | Hecht who manufacture work shoes for 7 
C and D | shipyard workers. John Perks is a Gen 
leather cutter, and started on October 
For dress purposes or | 27, 1872, as an apprentice to learn the _ 
on maneuvers these | craft of shoe cutting in Ipswich, Eng- 9 
four styles complete a | land, when he was 12 years of age. 
“Shoe Task Force.” | He has worked on war shoes through el 
. +}: many campaigns. First there were trim . 
You are = the mili- models for British army officers in _ 
tary business when India. Then there were hip boots to be ing 
you stock them. worn by Cecil Rhodes’ diamond miners, anal 
| and later by soldiers in the Boer war. gate 
Pg He came to the United States in the nome 
. Lace Field 90s and went to work in a factory at nate 
A.J Lynn, Mass., where he cut leather for par 
vans shoes our soldiers wore during the beir 
: Spanish-American war. Again in 1914- exp: 
Wholesale at $6.00 per pair | 18 he worked on Army shoes. In 1911 A 
he came to California and now helps Ma 
Manufacturers of Military Leather Goods ee Seer Cae. sy 
| d 
SAM BROWNE BELTS—GARRISON BELTS whe 
PUTTEES—HOLSTERS William E. Kahler that 
Catalog R-517 on Request SEATTLE, WASH.—Resident of Seattle _ 
for 35 years, and owner of the Campus ing 
Shoe Shop in the University District of Mor 
Seattle, close to the University of ie 
‘ Washington’s campus, William E. Kah- that 
= ler died recently, following a long ill- A 
. ness. He is survived by his widow, 
610 Atlantic Ave. Est. 1899 Boston, Mass. Marie, and three stepchildren. He was —_ 
47 W. 34th St., N. Y. C. 706 So. Los Angeles St., Les Angeles a member of the Masons, who conducted with 
funeral ceremonies. of -li 
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Warn Violators of Price Regulation 


OPA Issues Warning Notices to Retailers Deliberately or Un- 
intentionally Violating the Provisions of the General 


Maximum Price Regulation 


WASHINGTON, D. C.—In the most 
sweeping enforcement action yet taken, 
the Office of Price Administration re- 
cently served license warning notices on 
more than 4,000 retailers in all parts of 
the country, charging violation of the 
General Maximum Price Regulation. 
The notices constitute official warning 
that if any further violations occur, 
OPA can go into court and ask suspen- 
sion of the retailers’ licenses to sell com- 
modities under OPA regulation. The 
action followed a four-week enforce- 
ment drive throughout the country dur- 
ing which OPA investigators checked 
over 10,000 retail outlets. The investi- 
gators concentrated on cost-of-living 
commodities. Enforcement drives cov- 
ering other commodities are being pre- 
pared, Over 1,000 additional cases are 
being prepared and further action is 
expected in the near future. 

All retailers covered by the General 
Maximum Price Regulation were auto- 
matically licensed on May 18, 1942, by 
OPA. Under the Price Control Act, 
whenever OPA has reason to believe 
that any store is violating the regula- 
tion, the agency is authorized to send 
the owner of the store a license warn- 
ing notice by registered mail. If the 
store again violates the regulation, OPA 
is empowered to go to court and ask 
that the license be suspended. 

About 65 percent of the violations 
resulting in license warning notices in- 
volved failure substantially to comply 
with the requirements for posting cost- 
of-living commodity ceiling prices and 


November 14, 1942 





other record-keeping requirements. The 
remainder included pricing violations of 
various kinds. However, many of the 
former groups also were found to be 
overcharging as well as failing to com- 
ply with the posting and record-keep- 
ing requirements of the General Maxi- 
mum Price Regulation. 

The investigation disclosed price vio- 
lations of three kinds — simple over- 
charging, reduction in quality of goods 
sold and reduction of quantity. 

The enforcement drive was conducted 
in two phases—posting of prices and 
record keeping, and pricing. Specially 
trained investigators in every part of 
the country received carefully worked- 
out instructions from Washington be- 
fore the drive began. They were told 
to check stores in their territories on 
the following items under the record- 
keeping heading: 

Posting of ceiling prices. 

Reporting new items offered for sale. 

Keeping of current records. 

Keeping of statements showing prices 
for March, 1942 (base period under the 
General regulation). 

Filing of cost-of-living commodity 
statements with local War Price and 
Rationing Board. 

Keeping of records for March, 1942. 

In conducting the check in pricing, 
the investigators looked into straight 
price violations (simple practice of 
charging more than the ceiling price), 
reductions in quantity -without corre- 
sponding reduction in price, and reduc- 
[TURN TO PAGE 35, PLEASE] 


Shoe Production Lower 


Than a Year Ago 


WASHINGTON, D. C.—Production of 
boots, shoes and slippers, other than 
rubber for September 1942 amounted 
to 36,905,826 pairs, 4.9 per cent lower 
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than the figure for August 1942 and 
15.8 per cent under that for September 
1941, according to a monthly release 
on shoe production issued by U. S. De- 
partment of Commerce, Bureau of the 
Census. Total production for the ten 
month period January through Septem- 
ber dropped to 368,334,159 pairs, 2.9 
per cent lower than the figure for the 
same period a year ago. 

Production of shoes for the govern- 
ment amounted to 3,283,221 pairs in 
September, lower than the August 1942 
figure of 3,879,107 pairs, but higher 
than the 1,323,564 pairs which were 
produced in September 1941. Produc- 
tion for the first ten months of this 

[TURN TO PAGE 41, PLEASE] 
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Chicago Stores Promote Walking Types 





Sturdy, Wearable Shoes “That Can Take It’? Featured in Adver- 
tisements Run by Leading Shoe Stores and 
Shoe Departments 


CuHIcaGo—Shoes for walking are be- 
ing featured extensively in promotions 
and advertisements in the Chicago re- 
tail field. One of the most outstanding 
advertisements on the walking theme 
was a full page featured by Marshall 
Field & Co. entitled “You’ll Take Walk- 
ing in Your Stride—it’s the Spirit of 
42.” In addition to other clothes and 
items for walking, the promotion in- 
cludes a five-eyelet oxford wall last and 
a Norwegian moccasin of antique tan 
calf. The advertisement reads further, 
“When gas is rationed, you'll take 
walking in your stride because it helps 
to win. Yes, you, because you’ve come 
through time and time again and 
proved that women on the home front 
are in there pitching. You'll march to 
market, ‘rough it’ to the station, trudge 
along with the children to school.” 
Field’s has also run several shoe adver- 
tisements devoted to the walking theme. 
One of these from the Young Moderns 
department was entitled “Your Young 
Moderns Walkers Make Distance Dis- 
solve” and featured a square toe ghillie 
oxford, classic spectator pump, classic 
plain toe oxford, and square toe step- 
in. Another advertisement read “Adopt 
a Platform for Walking with Staccatoe 
Hylanders” and featured unlined light- 
weight shoe with low heels and flexible 
platforms. 

O’Connor & Goldberg has run a 
series of promotions on the “Walk- 
save gas, Walk—save tires” theme 
featuring their Victory oxfords. 

Florsheim featured oxfords for 
“Tireless Walking for Tire-less days.” 
Von Lengerke & Antoine which spe- 
cializes in sportswear refers to heavy 
duty oxfords as “Foresight Footwear,” 
Joseph Salon Shoes has run several 
promotions on their “Pavement Pacer” 
described as for the lady “with the 





1943 Shoe Fair 
Scheduled for November 


Chicago, Ili—A meeting of the Joint 
Committee of the National Shoe Fair 
representing the National Shoe Retailers’ 
Association and the National Boot and 
Shoe Manufacturers’ Association, was 
held at the Palmer House, here, Wednes- 
day evening, November 4th, 1942. Re- 
ports were received from the officers of 
the two associations, who are members 
of the committee, of the actions taken 
during the week by the Board of Direc- 
tors of the two associations endorsing 
the National Shoe Fair. 

The committee unanimously decided in 
view. of the general acceptance of the 
National Shoe Fair and Market Week 
and the attendance, that the National 
Shoe Fair should be held in the Fall of 
1943 unless emergencies arise in connec- 
tion with the war effort that make the 
holding of the Fair inadvisable in the 
opinion of the committee. 

George E. Gayou, manager of the Na- 
tional Shoe Fair, was asked to investi- 
gate what arrangements could be made 
with the hotels in Chicago for the next 
National Shoe Fair the first week in 
November, 1943. Definite dates or the 
city, however, have not been selected. 





patrician foot — long - vamped and 
slender.” It is further described as 
“the classic, perfect walking shoe 
you’ve searched for so long. Polished 
bootmaker-finish leather, a fold of 
leather to hug your arch, long-vamped 
but square-toed (to make your foot 
look neat and small), grooved level- 
stanced heel—it was made for you.” 

Hassel’s have also run a number of 
timely advertisments and promotions 
of men’s shoes. One of the shoes fea- 
tured recently is Hassel’s “Stride” 
referred to as one of this store’s 
“Winter Walkers.” 





Newton Elkin 


PHILADELPHIA, Pa. — Newton Elkin, 
president of Newton Elkin Shoe Co., 
died in Graduate Hospital, here, recent- 
ly. He was 51. 

Mr. Elkin was the head of Ayrlyte 
Corp. of Philadelphia, a research group 
which studied the development of shoe 
manufacturing processes. He was a 
member of the board of directors of the 
National Boot & Shoe Manufacturers’ 
Association. 

Mr. Elkin, who was born in Chicago, 
came to Philadelphia when he was a 
child. His father, the late Mark Elkin, 
was head of Elkin Shoe Company, with 
which Mr. Elkin was connected for 
many years. Twenty years ago his 
father retired, and he founded the con- 
cern under his own name. He was an 
ensign in the first World War. 
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Survivors are his widow, Anita S.; a 
daughter, Dianne; a son, Philip; his 
mother, Mrs. Jennie O. Elkin; a brother, 
Paul; and a sister, Mrs. Sol Smith. 





Boot Manufacturers 
Discuss Stitching 


St. Louis, Mo.—A meeting, held here 
recently, of manufacturers of cowboy 
boots with A. J. Spring, chief of the 
shoe unit of WPB, was informal in 
character and for the purpose of find- 
ing out how much stitching could go 
into an upper to tie the upper and 
lining together. It was understood that 
each manufacturer of cowboy boots will 
make a separate appeal for the type of 
shoes he manufactures serving a utility 
purpose. 





Holds Rank of Major 


CoLtumBus, O.—H. J. Nichols, vice- 
president of Mumm, Romer, Robbins & 
Pearson, Inc., advertising agency, here, 
is now in the U. S. Army. He holds the 
rank of major. 


N.S.R.A. Elects Officers 
And Directors 


New York—The annual election of 
officers and directors of the National 
Shoe Retailers’ Association took place 
on Tuesday, November 3rd, at the Na- 
tional Shoe Fair in Chicago. 

Harold F. Volk, Volk Bros. Company, 
Dallas, Texas, was reelected president. 
Vice-presidents elected were: Owen W. 
Metzger, Wetherhold & Metzger, Allen- 
town, Pa.; George B. Hess, N. Hess’ 
Sons, Baltimore, Maryland; Edward C. 
Orr, Potter Shoe Company, Cincinnati, 
Ohio; Albert Wachenheim, Jr., Imperial 
Shoe Store, New Orleans, La. 

David S. Hirschler of Hofheimer’s, 
Ine., Norfolk, Virginia, was re-elected 
treasurer of the association. L. E. 
Langston continues as executive vice- 
president. 

The following were elected to serve 
as directors for a period of three years: 
Henry H. Dahl, Thayer McNeil Co., 
Boston, Massachusetts; Irving Edison. 
Edison Bros. Stores, St. Louis, Mo.; 
George B. Hess; Owen W. Metzger; 
A. J. Pauly, Stix, Baer & Fuller Com- 
pany, St. Louis; Marcus Rice, Famous 
Barr Company, St. Louis; Roy Stevens, 
Stevens Shoe Store, Ottumwa, Iowa; 
Albert Wachenheim, Jr.; Russell Wer- 
ner, Frank Werner Co., San Francisco, 
California. 


Kid Tanners Merge 


PHILADELPHIA, PA.—The announce- 
ment has been made by the William 
Amer Co. of this city, tanners of glazed 
kid, that they have taken over the busi- 
ness of Mitchell & Pierson, also tanners 
of kid here. The announcement goes 
on to state that the merger was made 
in the interests of efficiency, and that 
all the specialties of Mitchell & Pier- 
son, black glazed kid, glazed slipper 
linings and glazed kid slipper stock, will 
be continued as made by Mitchell & 
Pierson in the Amer line. Mitchell & 
Pierson will become an important new 
division of the William Amer Company. 


Open Exclusive Shoe Store 


LA Mesa, CALIF.—The La Mesa Shoe 
House has been opened at 8305 La 
Mesa Boulevard by Henry F. and Hilda 
Hahn. At present only women’s and 
children’s shoes are handled, but a line 
of men’s shoes will be added as soon as 
a satisfactory line can be had. This is 
the only exclusive shoe store in this 
fast growing town. Mr. Hahn has been 
out of shoe retailing for several years 
but has kept in touch with conditions 
through RECORDER reading. 
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FOR BETTER SHOE SELLING 

These are times in which the personnel 
turnover in shoe stores is unusually high, 
due to wartime conditions. 

Proper education of the new salespeo- 
ple, so that they may serve the public 
intelligently and efficiently, is a problem 
which is receiving the thoughtful atten- 
tion of the best minds in the trade. 


BOOT AND SHOE RECORDER is en- 
deavoring to make its contribution by 
publishing articles of educational value 
about shoe fitting, shoe selling, shoe 
styles, leather and the other shoe materi- 
als that play a part in good shoemaking. 

So we suggest that shoe merchants, 
managers and buyers who comprise the 
great majority of BOOT AND SHOE 
RECORDER subscribers pass their copies 
along te these new salespeople, with the 
recommendation that they read each is- 
sue carefully. Better still, check the ar- 
ticles and features that you believe will 
be of special interest and value to the 
salespeople in your store, then make 
these articles subjects for discussion at 
your sales meetings. 





Boston Boot and Shoe Club 
Hears Congressman 


Boston, Mass.—Congressman John 
W. McCormack, majority leader of the 
House of Representatives, recently 
told 165 members and guests of the 
Boston Boot and Shoe Club that far 
from “abdicating,” Congress has mere- 
ly and wisely delegated to the President 
those powers which he must have and 
which are rightfully his in times of 
national emergency. “You can’t have 
Congress running the war,” he said. 
“If it was, you’d have mob rule.” 

Speaking before the 308th dinner 
meeting of the club, Congressman Mc- 
Cormack declared that “not much 
must stuff” emanates from the White 
House; that Monday morning confer- 
ences of the President with legislative 
leaders are free and open discussions, 
with the President frequently taking 
the advice of his confreres on legisla- 
tive matters. Congress, he said, has 
retained its hold on the purse strings. 

Discussing the progress of the war, 
he advised his audience to watch for 
the first signs of a crack in the morale 
of the German people. Of this, he 
said, there is as yet no marked evi- 
dence, but he believes that the peoples 
of the Axis countries will crack before 
their armies are defeated militarily. He 
called attention to recent speeches 
made by German leaders which show, 
he said, that that nation is now def- 
initely on the defensive. 

The meeting was held in the Hotel 
Vendome and was presided over by 
Francis C. Donovan. 





Former Shoe Man Promoted 


Sat LAKE City, U.—Sam Biedell, 
former shoe man who entered the 
Army Air Forces several months ago, 
has been transferred from Miami Beach 
and is now stationed here. He has been 
promoted to Staff Sergeant. 
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ACCEPT THIS Challenge 


“Americans. Working Together” 
have earned for this company the 
Army-Navy “E” Award for the high- 


est achievement in war production. 


To America, to The War Depart- 
ment, to Our Men on the Fighting 
Fronts we pledge our sacred promise 
to live up to this achievement that 
this flag and all it means may here 
continue to honor the kind of service 
that Americans render when man- 
agement and labor unite to meet a 


real emergency. 





A.B. HYDE & SONS COMPANY 


HYDE ATHLETIC SHOE COMPANY 
CAMBRIDGE, MASSACHUSETTS 









Warn Violators of 


Price Regulation 


[CONTINUED FROM PAGE 33] 
tion in quality without corresponding 
reduction in price. 

“The present drive completed with 
the issuance of these warning notices 
marks another step in the increased em- 
phasis on enforcement in OPA,” Mr. 
Henderson explained. “In the early 
period after the General Maximum 
Price Regulation became effective, ef- 
forts to gain compliance through educa- 
tion were stressed. 


“For a considerable period, it has 
been evident that more drastic action is 
needed in cases where willful violations 
of price regulations are committed,” 

As a result of earlier investigation 
of compliance with OPA price, rent and 
rationing regulations, the enforcement 
division so far has turned over 300 
cases involving 500 defendants to the 
Department of Justice for prosecution. 
Before the present action, some 750 
license warning notices for price viola- 
tions had been served, and 150 suspen- 
sion orders have been issued against 
rationing violators. 
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WHOLESALE DISTRIBUTORS 
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Army Orders Boots, Taps 
And Rubber Heels 


Boston, MAss.—Large contracts to 
deliver sundry supplies to the United 
States Army have recently been an- 
nounced at the local Quartermaster 
Depot. 

Included are 2,250,000 pairs of car- 
bon black rubber taps of the type used 
on service shoes—the order being di- 
vided among 20 manufacturers; 1,700,- 
000 pairs of rubber heels—the order 
being shared by 11 manufacturers; 
500,000 pairs of sole leather taps—with 
orders going to 12 tanners and cut-sole 
manufacturers; 226,325 leather slip 
taps; and 866,900 pairs of felt insoles. 

Contracts to make 30,000 pairs of 
parachute jumpers’ boots also have 
been awarded to the Brown Shoe Com- 
pany and the International Shoe Co., 
both of St. Louis, and the Joseph F. 
Corcoran Shoe Co., of Stoughton, Mass. 
Each contractor will make 10,000 pairs. 
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Hood Rubber Company Receives “E” Award 


























Five of the speakers who took part in making the Army-Navy "E" award to the 
Hood Rubber Company on November 2 were [left to right): J. Robert Bucell, 
president of Federal Local 21914, American Federation of Labor; C. Lawrence 
Munch, president of the company; Major H. R. Battley, Army Air Corps; Governor 


Leverett Saltonstall; and Capt. John J. 


Hyland, United States Navy. Photo by 


Boston Globe. 


Boston, Mass.—“You men and wo- 
men of the Hood Rubber Company have 
made it apparent that you have accom- 
plished not only that which was ex- 
pected of you up to this time, but have 
gone far beyond that point. Keep up 
the good work.” 

In these words, Major H. R. Battley 
of the Army Air Corps summed up the 
achievements of the workers in the 
Watertown plant of the Hood Rubber 
Company, which was awarded the 
Army-Navy “E” on November 2. In a 
colorful ceremony, which took place 
in a large circus tent near the plant, a 
number of prominent men paid tribute 
to the teamwork of everyone connected 


with the company. Following the pre- 
sentation of the “E” pennant by Major 
Battley to C. Lawrence Munch, presi- 
dent, the “E” lapel insignia were pre- 
sented by Captain John J. Hyland, 
United States Navy, to two labor lead- 
ers and four veteran employees of the 
company who accepted them in behalf 
of the workers. 

Speeches were made also by Mr. 
Munch, who referred to the “teamwork 
of all of us”; by Leverett Saltonstall, 
recently elected governor of the state 
for his third conscutive term; and by 
J. Robert Bucell, president of Federal 
Local 21914, American Federation of 
Labor. 





No Footwear Exhibits 
At Syracuse Meeting 


ROCHESTER, N. Y. — Because of 
changed conditions in the swiftly mov- 
ing current of events, the - suggestion 
that footwear exhibits be included in 
the mid-Winter meeting of the New 
York State Shoe Retailers’ Association 
at Syracuse in February will not be 
carried out. Replies received from a 
large number of traveling shoe sales- 
men, who were asked for their opinions 
on the proposed exhibits after some of 
their number had suggested that they 
be included, show that the majority be- 
lieve it would be inadvisable to have 
them. 

One of the strongest factors in in- 
fluencing their decision was the great 
number of shoes which were sold at 
the National Shoe Fair. Since their 
customers have bought far into the 
future, many will not have shoes to sell 





in February; in fact, many do not ex- 
pect to be on the road at that time. 

Extensive footwear buying at Chicago 
was foreseen by many of the salesmen. 
As one of them wrote in advance of 
that gathering: “All the retailers we 
see that come to the factory are plac- 
ing their future business right now. I 
feel by the time I return from Chicago 
that we will have very few shoes to sell 
to any trade. 


Stanley P. Clemens 


Boston, MAss.—Stanley P. Clemens, 
who, for 25 years, was office manager 
for Boot AND SHOE RECORDER, died at 
his home recently. He was 81. 

Mr. Clemens was born in Plymouth, 
England. He had resided in Boston for 
60 years. -fe is survived by his widow, 
Marie Louise Clemens. Funeral services 
were private and were conducted from 
the Clemens home. 
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William P. Heiber 

ROCHESTER, N. Y.—William P. Hei- 
ber, 82, founder of the shoe manufac- 
turing firm of William Heiber & Son, 
died recently at Genesee Hospital. He 
had been in declining health for the 
past four years. 

Mr. Heiber entered his business ca- 
reer as a shoe retailer, operating a 
store on Main Street West, opposite St. 
Mary’s Hospital, from 1888 to 1903. 
Then he went into the shoe manufac- 
turing business, specializing in child- 
ren’s shoes. 

He retired as active head of the firm 
in 1922, and it has since been operated 
by his son William G. Heiber. About 
a year ago the business moved to a 
plant at 101 Berlin Street, a change 
made necessary by requirements for 
increased facilities. 

Besides his widow, Elizabeth Har- 
ington Heiber, he leaves his son; three 
daughters, Mrs. Lawrence J. Cleary, 
Mrs. Emil R. Meng and Mrs. L. F. R. 
Dewhirst; two sisters, Mrs. Emma 
Haag and Mrs, Louise Ostertag, all of 
Rochester, and a brother, Jacob Heiber, 
Cincinnati, O. 

His funeral was held from Blessed 
Sacrament Church Tuesday, and burial 
was in Holy Sepulchre Cemetery. 


William Ellison 


Boston, Mass.— William Ellison, 
treasurer of the Proctor, Ellison Com- 
pany, well known sole leather house 
with offices at 26 South Street, this city, 
died November 2 after a brief illness 
at the Phillips House of the Massachu- 
setts General Hospital. Funeral ser- 
vices were held November 4 in the 
chapel of Eliot Church, Newton, in 
which city he made his home. 

Mr. Ellison, who was the son of the 
late William P. and Mary Richardson 
Ellison, was born in Newton about 1873, 
and was educated in the public schools 
of that city. Later, still as a young 
man, he gained his business experience 
with such firms as the George E. Keith 
Company and the W. H. McElwain 
Company. Later, in 1914, soon after 
the outbreak of the first World War, 
he became a partner in Proctor, Hunt 
& Co., the name of which at that time 
was changed to the Proctor, Ellison 
Company. 

Mr. Ellison, who was unmarried, 
leaves two brothers, Eben H. Ellison of 
Newton, and Carl Ellison of Framing- 
ham, Mass.; and one sister, Mrs. Frank 
A. Day of Newton. 


Boots Bought for Paratroops 
Boston, MaAss.—Contracts to make 


41,250 pairs of parachute jumpers’ 
boots, shared in by three companies, 
recently were announced at the local 
Quartermaster Depot. The Interna- 
tional Shoe Company is to make 21,250 
pairs; the General Shoe Corporation, 
15,000; and the Brown Shoe Company, 
5,000. 
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Maurice E. Carr 


Boston, Mass.—Prominent shoe and 
leather men throughout New England 
unite in paying tribute to the late 
Maurice E. Carr, whose sudden death 
recently came as a shock to the industry. 

Mr. Carr, president of the Carr Lea- 


MAURICE E. CARR 


ther Company of Peabody, Mass., passed 
away at the age of 51 at his home on 
Charlotte Road, Marblehead, Mass. 
Funeral services were held from the 
family home and interment was in 
Marblehead, following solemn high mass 
of requiem at the Star of the Sea 
Church in that town. Floral tributes 
from his many friends were profuse 
and the services were attended by a 
large number of family friends, busi- 
ness associates and delegations from 
the societies and organizations of which 
he had been a member. 

Mr. Carr, known throughout the in- 
dustry not only as a calf leather tanner 
but as an authority on hides and skins, 
came from a long line of men who were 
tanners, and it was in this atmosphere 
of expert knowledge that Mr. Carr grew 
up and secured his business education. 
Both his father and his uncles were 
well-known leather manufacturers in 
their days. 

Among the organizations to which 
Mr. Carr belonged and which were rep- 
resented at his funeral were the Amer- 
ican Legion, the Knights of Columbus 
and the Benevolent Protective Order of 
Elks. 

He is survived by his widow, Mrs. 
Gertrude Crane Carr; two brothers, 
Felix and Arthur J. Carr, associated 
with him in the Carr Leather Company; 
three sons, Maurice, Richard and Felix; 
and three sisters, Mrs. James Lacey, 
Mrs. William Murphy and Miss Jean 
Carr. 





When you have read this copy of the 
RECORDER, pass if along to the mem- 
bers of your sales staff and urge them 
to read if too. New salespeople in shoe 
stores will find the RECORDER a valuable 
source of information that will aid them 
in their work of fitting and selling shoes. 























Of all factors entering into the 
sale of a pair of shoes foday, 
Fit.comes First. True, your 
customers still are style-con- 
scious, color-conscious, value- 
conscious. 

But, today, most active 
Americans are engaged in 
strenuous wartime activities 
at work, after work, or both. 
They want comfortable, care- 
fully fitted shoes for work, for 
dress, for sport, for leisure! 
They know the importance of 
keeping feet fit for long hours 
of active duty. 

They expect you to help 
them avoid foot-fatigue, strain, 
and discomfort caused by 
“misfits”. An X-Ray Shoe Fit- 
ter in your store or depart- 
ment tells them that FIT is 
your FIRST consideration in 
selling shoes. 


X-RAY FITTING Not 
An Extra Investment 


You can own an X-Ray 
Shoe Fitter without 
investing one cent of 
extra capital. Just buy 
it out-of-inventory, on 
liberal E-x-t-e-n- 
Terms. Write for de- 
tails, right now. 


=~ 


1} We) 


X-RAY) 


SHOE FITTER 4c. 


3533 NORTH PALMER STREET 


MILWAUKEE 


. WISCONSIN 
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Bowling Shoes 
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BROOKS 
BOWLING SHOES 
WILL NOT MARK FLOORS 

COMBINATION SOLES 
Men’s High. .$3.40 








BROOKS SHOE MFG. CO. 
58th & Market Sts., Philadelphia 
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Innersoles 
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Where quality 
is not curtailed, 
You'll find US 


in the shoes retailed. 


EDGAR S. KIEFER TAN 
TANNERIES AT GRAND RAPIDS, MICHIGAN 
SALES: CHICAGO, 223 W. LAKE ST. # BOSTON, 42 UNCOUN ST. 


PIGSKIN 


INNERSOLES - COUNTERS - WELTING 
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Riding Boots 
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IN STOCK 
FOR MEN, WOMEN 
and CHILDREN 
ALSO 
JODHPUR & FIELD 
BOOTS 


) MA J 











When you have read this copy of the 
RECORDER, pass if along to the mem- 
bers of your sales staff and urge them 
to read it too. New salespeople in shoe 
stores will find the RECORDER a valuable 
source of information that will aid them 
in their work of fitting and selling shoes. 
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Men’s Ox. .. 3.35 
Ladies’ Ox. .. 3.25 | 


U. S. Rubber Declares 
Dividend 


New York—A dividend of four per 
cent, from earnings during the year 
1942, was declared on the outstanding 
eight per cent non-cumulative first pre- 
ferred stock of the United States Rub- 
ber Company, at the regular monthly 
meet.ng of the company’s board of di- 
rectors here recently, it was announced 
by F. B. Davis, Jr., chairman of the 
board. 

The dividend is payable December 
18, 1942, to stockholders of record De- 
cember 4th, and is the first dividend 
declared from earnings of the current 
year. 

The last previous dividend on this 
stock was two per cent, paid on Decem- 
ber 19, 1941. 


Ware Joins Marion 
Shoe Division 


MARION, IND.—H. L. “Pete” Ware, 
recently joined the Marion Shoe Di- 
vision of Daly Brothers Shoe Co., Inc. 
to represent that firm in Eastern Iowa, 
Minnesota, and Wisconsin. Mr. Ware 
is known as the dean of the shoe travel- 
ers’ fraternity and is one of the oldest 
men in point of years of service in the 
business. 

Mr. Ware was formerly with the 
General Shoe Corporation of Nashville, 





While there he did much to 
build up that company’s line of boys’ 
shoes and helped organize a popular 


Tenn. 


pilots’ club in which some 150,000 boys 


took free elementary courses in avia- 
tion. Many of these boys are now pilots 
in active service. 

Mr. Ware is the oldest member of 
the Chicago Shoe Travelers’ Association 
and is a past president of that or- 
ganization. 


Hold Display Contest 


CLEVELAND, O. — The International 
Association of Display is sponsoring a 
window display contest of Christmas 
windows. The contest is divided into 
three parts: first, the best Christmas 
window display of merchandise; second, 
the best Christmas institutional dis- 
play; third, the best Christmas interior 
display. 

The contest is especially designed to 
acquaint displaymen and_ retailers 
throughout the country with the Inter- 
national Association of Display. It is 
designed to remind displaymen that the 
holiday season opens the way to un- 
limited ideas for creating and install- 
ing the most striking and attractive 
Christmas displays. 

Photographic entries should be sent 
to A. J. French, national secretary, 705 
Beech St., Manchester, N. H. 





Midland Shoe Co. Holds First Convention 





~ a? 4 


Those attending the Midiand Shoe Co. banquet: Seated—Eugene Brown, Edgar L. 
Dehner, Frank S. Rice, James H. Jones, Robert C. Lundahi, Frank X. Barry. Stand- 
ing—George Neumer, Beloit; Ed Rethaber, Springfield; Franz Schaede, Champaign; 
DeRoose Goetting, Baton Rouge; Franz Bachmann, Rockford; Marvin Hockers, Green 
Bay; E. E. Hacker, Madison; Earl Porterfield, Decatur; Adrian Morgan, Evanston; 
Olaf Hansen, Terre Haute; Rov Conners, Omaha; Dale Koser, Tulsa; Bernard John- 
son, Jake Dengel, Oshkosh; Bill Bennett, Tulsa; Joe Balmat, Jr., St. Joseph; Don 


Matthews, Terre Haute; Charlie Chase, Fort Dodge; Con Proeh!, Waco. 


In rear— 


James Corbett, St. Louis; Joe Balmat, Sr., St. Joseph; Gene Hamm, Fort Smith. 


St. Louis, Mo.—Although Frank 
Rice sold his interest in Rice-O’Neill 
Shoe Company a few years ago and 
thus divorced himself from any connec- 
tion with shoe manufacturing, he is 
still a shoeman. Head of the Midland 
Shoe Company, operating twenty-two 
leased departments in the Middle West 
and Southwest, he is very much in the 





shoe business as he always has been. 

On October 20, 21, and 22, the six 
year old Midland Shoe Company held 
its first convention of officials and de- 
partment managers. This gathering 
consisted of the usual business session, 
a banquet, entertainment, and a prac- 
tical study of shoemaking through 
visits to local factories. 
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Xmas Show 


request to select from. 


text in black. 
PRICE TICKETS 


of harmonizing de- 
sign—red border on 
white board with 
gold trim size 1!/,” 
x 24%,"”—140 denomi- 
nations in stock— 
No. X-7 
6 Doz.—$1.25 
12 Doz.—$2.25 
With Store Name 
Imprinted 
144 tickets—$3.85 
288 tickets—$6.20 


Cheek with order please, 
unless C.0.D. preferred. 


DISPLAY CARDS 
Each month, 13 infor- 





ready Nov. 15th; 13 different texts on | 
art design shown below. Texts sent on 


Size 8” x 14"—Red with white and gold illustration— 


Cards: 


Bellaire 


| - COMFORTABLES 


* €€ 77) SIGNED, styled and made for Active Women” is a 
ry tradition with Bellaire Shoes established through 


the years from coast to coast. Bellaire styles, in low and 


medium heels, are basic 
made, look well, wear well, 
really comfortable, they answer the | 
of women in war work and other active occupations. 
Leading stores everywhere feature Bellaire Shoes steadily. 
Retailing at $5 to $6. (Write for Fall and Winter cata- 
log of in-stock styles.) 





WANDA 








mative and forceful 











selling messages on 





Z 
“E- 


appropriately designed 
cards. 
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Detailed Information on Monthly Service at Your Request. 
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Receive Flag of Citation 


RocHEsTeR, N. Y. — Award of the 
Treasury Department’s flag of citation 
to the F. S. Elam Shoe Company be- 
cause of 100 percent participation of 
its employees in War Savings Bond pur- 
chases was made in a special ceremony 
at its plant in Clinton Avenue North 
recently. 

While hundreds of employees cheered, 
Fred L. Mason of the bond sales cam- 
paign committee presented the flag to 
Fred S. Elam, president of the com- 
pany, while Luke Vail, general man- 
ager of the plant, and Charles Maier, 
superintendent, were interested spec- 
tators. 

The Elam Company is the first in the 
city to win the honor of heading the 
expected long list of firms whose em- 
ployees have pledged 10 percent or more 
of their pay to the purchase of War 
Bonds. 


Brown Co. Reports 
Profit of $906,190 


New YorkK—Brown Company, manu- 
facturer of pulps, paper, paper towels 
and related products, and its wholly- 
owned Canadian subsidiary, Brown Cor- 
poration, have reported their net prof- 
its for the first forty-four weeks of the 
first fiseal year following reorganiza- 
tion of Brown Company under Section 
77-B of the Bankruptcy Act, together 
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with their working capital positions. 

Brown Company’s net profit after 
provision of $1,200,000 for estimated 
federal income and excess profits taxes 
was $906,190. The company’s working 
capital, after repayment of $1,878,836 
on its long-term Reconstruction Finance 
Corporation loan and after the transfer 
of $1,284,930 bond interest from long- 
term debt to current liabilities, was 
$5,567,976 on October 3, 1942. 

Brown Corporation’s net profits, 
stated in Canadian dollars, for the 
forty-four weeks after provision of 
$1,425,400 for estimated Dominion in- 
come and excess profits taxes, was 
$872,571. Brown Corporation’s work- 
ing capital at October 3, 1942, stated 
in Canadian dollars, was $6,246,776. 


.Use Novel Type 


Of Advertising 


OAKLAND, CALIF—A new type of ad- 
vertising was promulgated for the 
Charles Kushins store recently by gen- 
eral manager Arthur Weston in con- 
junction with his advertising agency, 
Martha’s Advertising Service. The ad- 
vertising is an innovation in that it 
combines institutional copy with actual 
merchandise, in an ad of five subheads 
and absolutely no copy. Of the five ex- 
pressed thoughts there was one dom- 
inant theme, “Buy all under one roof”. 
The scope of merchandise regularly 
stocked by the Kushins store is broad 


enough in character to warrant this 
kind of copy. 

In speaking of present day buying 
trends, Arthur: Weston said, “I think 
the appeal toward quality is most im- 
portant today, but I still am. firmly 
convinced that women must be ap- 
pealed to through fashion. Quality 
alone, as yet, will not sell merchan- 
dise.” 


Clever Ad Brings Results 


PITTSBURGH, PAa.—Stetson Shoe Shop, 
522 Wood Street, here, ran an ad re- 
cently which caused much comment and 
brought excellent results. A line draw- 
ing of a soldier sitting on an army cot 
was the main illustration, and a plain 
toe military type shoe was shown be- 
side it. Copy read, “Gee, Dad, those 
Stetson’s you sent me feel swell on my 
‘Trilbies.’ You couldn’t have them back 
for less than a 10-day pass. Tell my 
old gang who are still in ‘civvies’ to get 
theirs and wear them now and bring 
them along when they hook-up in Uncle 
Sam’s service.” 

This store is managed by R. Bruce 
Murphy. 





When you have read this copy of the 
RECORDER, pass it along to the mem- 
bers of your sales staff and urge them 
to read it too. New salespeople in shoe 
stores will find the RECORDER a valuable 
source of information that will cid them 
in their work of fitting and selling shoes. 
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Men's Shoes 
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Inquire rega 
DOUGLAS FRANCHISE 
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Women's Shoes 
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Girdle 








Sone Patent-hi heel—epen 
oe 


K 3455 Patent - continental 
heel—open toe 

K 3456 Patent-hi heel — 
closed toe 


K 3494 Suede-hi heel—open 
toe 

K 3485 Suede-cuban heel— 
open toe 


K 3496 Suede-hi heel — 
closed toe 


G 3484 Green crocodile-hi 
heel—open toe 


. 3484 Brown crocodile-hi 
heel—open toe 


R 3484 Red crocodile-hi heel 
—open toe 


$1.90 less 5% 30 days 
Widths AA te C 
Sizes 3% to 10 

Extra charge on small orders 


GROVES SHOE COMPANY 
313 West Monroe Street, Chicago, Illinois 
Write for folder 














Chairman Selected for 
Central States Fair 


CuiIcaco—Charles Roussey, of Pack- 
ard Rellin Shoe Co., Milwaukee, Wis., 
was elected chairman of the 1943 Cen- 
tral States Shoe Fair at a meeting of 
the executive committee held recently 
at the Morrison Hotel. Sid Weber, of 
Janesville, Wis., was elected vice-chair- 
man. Wisconsin will be the host state 
to the associated groups presenting the 
fair. It is planned to hold the conven- 
tion early in May with emphasis on the 
sales side and with virtually all enter- 
tainment features eliminated, the ex- 
eeutive committee announces. Urban K. 
Allen and George Slater will share the 
office of secretary-treasurer. 
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What’s New 


Payroll and Job Cost 
Caleulator 








Los Angeles, Cal.—Payrolls and job costs 
can be figured in a fraction of the usual 
time through the use of a new calcu- 
later, according to the manufacturers, 
the Berger-Bricker Company, here. Oper- 
ating on a simple new principle, this de- 
vice includes all hourly rates of pay from 
$0.50 to $1.75 with a half-cent spread 
between rates. It covers all time periods 
up to 104 hours with divisions of one- 
tenth of an hour. It is handsomely made 
of lacquered wood and easily fits into a 
desk drawer. Selling price of the new 
payroll calculator is $7.50. 





John T. Murphy 


FLUSHING, N. Y.—John T. Murphy, 
founder of Murphy’s Shoe Shops, Inc., 
161-07 Northern Blvd., here, died re- 
cently. Mr. Murphy came to Flushing 
from Worcester, Mass., and founded the 
business twenty years ago. He had been 
active until only recently when poor 
health confined him to his home. 

Burial was in Worcester, Mass. He 
is survived by a brother, Gerald H.., 
and a sister, Mrs. Anna Curtin. 

His nephew, Leonard V. Murphy, who 
managed the business for the past few 
years, will continue to run it. 


Recorder Contributor 
In Marine Corps 


PARRIS ISLAND, S. C. — Emil J. 
Blacky, who has been an editorial con- 
tributor to Boor AND SHOE RECORDER, 
is now taking his basic training with 
the Marines and is stationed here. Pvt. 
Blacky ‘hopes to have the “Pvt.” 
changed to “Sgt.” after he finishes his 
boat camp training. 





Brothers Share Sales Office 


CHICAGO—Two brothers have now 
teamed up in the shoe selling business. 
They are George Slater of Williams 
Mfg. Co., Portsmouth, Ohio, and Joe 
W. Slater of the K.B.S. Shoe Co., Di- 
vision of the General Shoe Corporation 
who haye taken an office together at 
189 West Madison Street. 





Wisconsin. Shoe Sales 


Maintain Pace 


MILWAUKEE, WIs.—Retail shoe sales 
in both women’s style shoes and men’s 
heavy work shoes continue at a good 
pace here, according to reports, due in 
no small degree to high payrolls as the 
result of busy defense plants in this 
area. 

The Wisconsin industrial commission 
reported that employment and payrolls 
both set new records in September, with 
132,000 workers employed here in that 
month compared to 130,300 in August 
and 114,700 a year earlier. 

September payrolls were estimated at 
$5,587,000 weekly, while in August they 
were $5,521,000 and $3,804,000 a year 
ago. Average weekly earnings of fac- 
tory workers were placed at $41.94, 
contrasted with $33.40 for the same 
month last year. 

Calf and suede still continue strong 
in women’s shoes. With more and 
more women going into defense plants, 
many of whom wear slacks, moccasins 
and moccasin oxfords are also getting 
a strong play. 

Joseph A. Schumacher has been fea- 
turing black and tan calf pumps with 
good results, while patent pumps in 
black or brown kid*have been attracting 
attention at Boll Shoes, Inc. 

Numbers which have proven popular 
at Caspari & Virmond have included 
browg or black kid with patent leather 
trim, black suede with black calf, brown 
suede with brown calf and black kid 
with black trim. 

Calf has been reported among the 
leaders at Horton’s Enna Jettick Shoe 
Store as well as at the Walk-Over store 
here, while the Peacock Shoe Shop re- 
ports a good demand for stepin pumps 
of brown and black suede as well as 
brown alligator print calf styles. Suedes 
and calfskins have also been listed as 
good sellers at Packard-Rellin along 
with moccasin types. 

Black and brown calf are being fea- 
tured by T. A. Chapman Co. and Ed. 
Schuster & Co., Inc., operator of three 
local department stores. In recent 
advertising pushing polished calf, 
Schuster’s stated: “They’re the shoes 
you’ll walk in, work in, play in. Easy 
to polish .. . soft and supple.” 





May Company Opens 
Shoe Clinic 


DENVER, COLORADO—Part of the re- 
modeling of the Denver May Company 
store recently was the opening in the 
basement of a “Shoe Clinic,” where 
shoes are taken to be “diagnosed” and 
expertly repaired. Most attractive and 
ultra-modern, this shoe repair depart- 
ment has comfortable red leather seats, 
which invite the customers to wait and 
rest while changing shoes—or while 
minor repairs are being made on his 
footwear. Magazines placed convenient- 
ly in slots in the arms of each chair in- 
vite reading and further client-satis- 
faction. 
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Shoe Production Lower 
Than a Year Ago 


[CONTINUED FROM PAGE 33] 


year totaled 29,499,131 pairs, an in- 
crease of 170.5 per cent over the num- 
ber produced in the corresponding peri- 
od in 1941. 

Men’s dress and work shoe produc- 
tion for September 1942 was 7,497,991 
pairs, slightly higher than the figure 
for August of 7,445,579 pairs, but a 
decrease from that of September 1941 
—10,473,329 pairs. January through 
September production of men’s shoes 
fell 10.8 per cent, to 78,997,475 pairs. 

There was a drop in the production 
of youths’ and boys’ shoes from the 
September 1941 level of 1,811,858 pairs 
to 1,418,808 pairs in September 1942, 
but this latter figure represented a 
small gain over production in August 
of 1,391,860 pairs. The drop in pro- 
duction from last year’s figure was also 
represented by an 8.6 per cent decrease 
in the production for the ten month 
period in 1942 from that for the same 
period a year ago. Production for Jan- 
uary through September was 13,086,177 
pairs. 

Production of women’s shoes in Sep- 
tember was 13,596,334 pairs, a drop 
from the August figure of 14,979,508 
pairs, and from the 15,521,680 pairs 
which were produced in September 
1941. Production of these shoes for the 
ten month period was 140,002,380 pairs, 
5.2 per cent lower than the figure for 
the corresponding period the previous 
year. 

Misses’ and children’s shoe produc- 
tion in September totaled 3,050,323 
pairs, lower than the 3,224,400 pairs 
produced in August and under the 4,- 
024,719 pairs produced in September 
1941. For the ten month period 31,- 
797,971 pairs were produced, 12.1 per 
cent lower than the output figure for 
the same months in 1941. 

Infants’ shoe production in Septem- 
ber came to 2,074,000 pairs, lower than 
the 2,125,078 pairs which was the figure 
for August and below the 2,402,789 pairs 
produced in September 1941. A drop 


of 7.5 per cent from the January | 


through September 1941 production 
was represented by the 19,547,686 pairs 
produced in this period in 1942. 


Protest Gasoline Restrictions 


Syracuse, N. Y.—Shoe salesmen were 
represented among 100 commercial trav- 
elers who attended a meeting to protest 
against gasoline restrictions preventing 
them from earning a living—to “try 
to get more gas.” James G. Daly, 
Columbus, Ohio, author of the “Sales- 
man’s Plan of Gasoline Rationing,” 
which has been submitted to OPA, de- 
nounced federal policies “which threat- 
en your very existence” and expressed 
strong disapproval of the gasoline and 
tire rationing methods. 
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How | helped my customer 


-and won $10, too! 


Winning situation submitted by: 
Mr. John 1. Jacobs . . . Paris Footwear 
604 Main Street, Buffalo, N. Y. 


CADY, THATS 
AN EASY ONE/ 


1. SAYS THE WOMAN IN DEFENSE—“Mr. Shoeman, my husband is in the air force, 
so I’ve gone to work in an airplane factory. Scuffed heels are a big problem.” 


2. WINNING MANEUVER ... Dive into a talk about Scuffless “Pyraheel.” Explain 
how light it is... how it resists scratching, denting, fading, peeling. It is news 
and means extra wear. Usually, any woman in defense will take the shoes you 
offer on the spot. 





> Tell the walking world about Du Pont 
“Pyraheel” plastic heel covering. This scuffless 
wonder can be used wherever leather heel cov- 
erings are used. It matches leather grains—gives 
rock-like wear and plenty of wartime talking 
points at no extra cost! Specify “Pyraheel.”” Most 

Sonfflae “PYRAWERL” 


manufacturers use it. Any manufacturer can. 
is a plastic that replaces 

HERE’S HOW YOU WIN A $10 PRIZE leather heel coverings. 
Send in your customer problem and your winning answer ina It matches leather grains... 
set like the above. For every set used, Du Pont will pay $10. In resists scuffs, scars, 
case two or more identical winners are submitted, the full peeling, fading, staining! 
amount of the prize will be paid to each . . .Write E. I. du Pont 
de Nemours & Co. (Inc.), Plastics Dept., Arlington, N. J. 


Sing flue” PYRAHEEL” 


REG. U. &. PAT. OFF. 











BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


4! 










HET RCM 














HELP WANTED 


XPERIENCED SHOE SALESMAN and 

Window Trimmer for Family Shoe Store, 
suburban Elizabeth, New Jersey; Permanent 
position; Salary $45 per week. Address #688. 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York, N. Y 








SHOE WOMEN WANTED: Experienced in 
selling shoes in family shoe store, who, with 
short training period can assume management of 
popular priced family shoe stores in medium 
size Middle Western towns to relieve men with 
about to be called to military service. Prefer 
women 25 to 40, thoroughly experienced in sell- 
ing merchandise and dealing with the public 
Splendid opportunity for capable energetic and 
intelligent women who have better than average 
ability and interest in a business career. Wel! 
established, thoroughly responsible company with 
clean cut personnel and management policies. 
Address #687 care Boot & Shoe Recorder, 100 
East 42nd Street, New York, N. Y. 





FOR SALE 


1100 PAIRS Women’s Famous Brand Sam 
ples consisting of 40 styles, all colors 
sizes, 4, 4%, 5-B; also 250 pairs Women’s Grey 
Suede Oxfords, and Navy Sandals; sizes 3%-8c. 
Will sacrifice all at 85c pair. net cash. N 
5 < aaaias 944 BROADWAY, NEW YORK, 
Cc i 





Buckle Monks Mean 


Business 
[CONTINUED FROM PAGE 25] 


When the smart-looking WAAC offi- 
cers begin to be seen wearing these 
buckle monks, and more and more 
women in the Red Cross uniform and 
the trim blue of the WAVES wear the 
same models in black, be ready to meet 
an accelerated demand for these shoes. 
Many manufacturers report increased 
business on these types. Two or three 
counted them as “sleepers” prior to 
October, but are amazed at their new 
sales importance now. We predict even 
greater business for them—and for re- 
tailers—in coming months. What’s 
more, girls of all ages will be sure to 
feel the trend. There are buckle monks 
in leading lines for little girls as well 
as big ones. 








WANTED TO PURCHASE 





WANTED TO PURCHASE 








S HOE JOBS, FACTORY DAMAGED, and 
samples in Women’s, Children’s and Men’s. 


W. M. SHAFER, LANCASTER, KENTUCKY 





HOTELS 








HOTEL ATLANTIC 


A convenient downtown hotel with 
reasonable rates from $2.25 up. 


CLARK NEAR JACKSON 
CHICAGO 











Avtel 


p llsennox 





Urges Retailers to Organize 


MADISON, WIs.—Immediate organiza- 
tion of independent retailers was urged 
recently by Joe Rothschild, president of 
Baron Brothers, Madison, at the first 
Wisconsin retail marketing conference 
sponsored by the University of Wiscon- 
sin school of commerce and state retail 
trade associations. Mr. Rothschild 
scored small business men for their at- 
titude of “letting nature take its course” 
and warned that official Washington 
soon would “select the pallbearers” for 
their burial. 

Commenting on the attitude of inde- 
pendent business, Mr. Rothschild said: 
“We don’t yell loud enough at each 
other and we don’t seem to impress one 
another with the need of co-operation in 
legislation and otherwise. One would 
think only farmers and laborers had 
problems.” The program included gen- 
eral and panel discussions and talks by 
representatives of retail business in the 
state. 





SHOE STORES WANTED 
FOR CASH 
Men’s, women’s, children’s shoes retailing 
from $5.00 and up. Short term leases as- 
sumed. Write in confidence to 
A. L. BARIS, Pres. 
BARIS SHOE CO., INC. 
79-81 Reade St., New York 
Unusual references on request 








WEBUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Stetson, Red Cross, Nunn-Bush, Etc. 


IRVIN RUBIN 
“The House of Jobe’’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 











WE BUY 


SHOE STORES 


FOR CASH 


BARSH & CEASAR 


19 4th St Philadelphia, Pa 
Phone MARket 1666 








SELL YOUR SURPLUS STOCKS 


to 
KIRSCH-BLACHER CO., INC. 
established 1915 
We buy surplus or complete stocks of shoes from 
retailers, jobbers and manufacturers. 
Visit our new warehouses 
108-110 Duane Street, New York 
Phone: WOrth 2-5377 and 5378 and 5379 








A HOUSTON, TEXAS, 


Men's job lot shoe store will pay you top 
cash prices for your men's high grade shoes 
Especially Edwin Clapp; Johnston & Murphy; 
Florsheim; Nunn-Bush; Smith; Bostonian, etc 


STANDARD MAKE SHOES 
716 Fannin Street, Houston, Tex. 














WE WILL BUY FOR 


i 
CASH 
RETAIL SHOE STORES 
AND PAY HIGHEST PRICES 
CAMITTA SHOE COMPANY 
120 N. 4th St., Philadelphia, Pa. 
Phone Lombard 2062 
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CLASSIFIED ADVERTISING RATES 
The rate for “Position and Lines Wanted" advertisement is 4 cents per word for all undisplayed advertise- 
ments. Minimum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum 
charge, $1.25. When a box number is desired twelve words should be added for the address. In all other cases 
each word of the address should be counted. 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advertising is payable in advance. 
tr Advertisements for this page mus? be in our New York Office on Friday of the week preceding publication *2 
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ASCO MILITARY OXFORDS 


STYLE 203 


Selected Biack Kip Uppers 
Goodyear Welt Leather Soles 
Sizes 6-12, D Width 


In Stock For 
Immediate 
Delivery 
SEND FOR CATALOG 


STYLE 680 


s 6-12, D Width 


THE ARNOFF SHOE CO., [OJ DUANE ST., N. Y. C. 





Retail Sales Up 12 Percent 


MEMPHIS, TENN.—Department store 
sales for the week ending Oct. 24, were 
up 12 per cent over the same period 
last year, the Federal Reserve Bank 
of St. Louis reported. For the four- 
week period ending Oct. 24, sales were 
22 per cent ahead of corresponding 
period of 1941. 

For the year to date, sales were 16 
per cent higher than for the same peri- 
od last year, the report showed. Little 
Rock with an increase of 30 per cent 
for the week, 35 per cent for the four 
weeks, and 26 per cent for the year to 
date, showed largest gains in depart- 
ment store sales in this Federal Reserve 
district. 

Shoe departments in Memphis enjoy- 
ed a large percentage of this increased 
business, according to managers of the 
shoe departments. 

Goldsmith’s shoe department made 
inroads on the store’s publicity recently 
with a sweep of front windows display- 
ing window by window, every type and 
make of shoe stocked for both men and 
women. The shoe department states 
that the effect it created is still pro- 
ducing business. 

Complaints are not of lack of busi- 
ness but of lack of merchandise. Better 
grade shoes are in demand, according 
to individual shops and department 
store shoe departments. Frivolous shoes 
are selling as well as the plain and 
practical. Defense workers now buy 
two pairs—one low heel, walking shoe, 
and a sandal for dancing. Many de- 
fense workers are being sold two pairs 
of shoes for daily service. 

Shoe stores report that their volume 
is up 25 to 30 per cent, with better 
grades of dress shoes in demand. 

Salesmen are becoming a problem, 
and many of the stores are running 
daily ads for women to replace men 
who have gone into defense plants or 
the armed forces. 


Feature Christmas 
Merchandise Early 


SPOKANE, WASH.—Store members of 
the Spokane Retail Trade Bureau open- 


November 14, 1942 


ed their Christmas merchandising pro- 
grams the first week of November. 

The coming of gas rationing, which 
will keep outside buyers from reaching 
Spokane stores, played a large part in 
bringing about this decision. This city 
is the shopping center of an expansive 
rural area and driving distances out 
here are great. 

The possibility of shortage in many 
lines and the shortages in securing 
competent retail salespeople also were 
prime considerations, as was the early 
dates asked by the postoffice for the 
mailing of Christmas merchandise. 





Donates Loving Cups 
To Scrap Drive 


Grand Rapids, Mich. — Oversize loving 
cups, relics of three decades ago, were 
discovered by Ben H. Krause when he 
was looking for scrap in his attic dur- 
ing the scrap drive. These cups were 
won by the Hirth-Krause Shoe Co. for 
exhibits in the Western Michigan State 
Fair. Mr. Krause donated both loving 
cups to the scrap drive. 


When you have read this copy of the 
RECORDER, pass it along to the mem- 
bers of your sales staff and urge them 
to read it too. New salespeople in shoe 
stores will find the RECORDER a valuable 
source of information that will aid them 
in their work of fitting and selling shoes. 





Shoe Man Elected 
To State Legislature 


WAKEFIELD, MAss.—Pleased with the 
strong vote given him, George G. Evans, 
Republican, and treasurer of L. B. 
Evans’ Sons Company, of Wakefield, 
Mass., is ready and anxious to take 
over his new job as State Representa- 
tive from the 22nd District of Massa- 
chusetts, following his election last 
week, 

“This is a fortunate year for any 
Republican starting in the House,” Rep- 
resentative-elect Evans said. “What 
with so many Republicans in office from 
the Governor down we should be able 
to do some good work without too much 
controversy.” 

The strong vote given him placed him 
at the top of the list of the four con- 
testants in the district. 

Representative-elect Evans is a legal- 
ly trained businessman having gradu- 
ated from Suffolk Law School. He has 
a B.A. degree from Williams and has 
eleven years’ factory experience with 
the L. B. Evans Company and has been 
chairman of the Board of Selectmen in 
Wakefield for years. 


First Convention a Success 


OMAHA, NeB.—The first Spring shoe 
selling convention held by the newly 
organized Midwestern Shoe Travelers’ 
Association at the Paxton Hotel re- 
cently was an outstanding success ac- 
cording to Jack Clark, secretary-trea- 
surer. The convention drew buyers 
from Western Iowa, Kansas, South Da- 
kota, and Nebraska. Mr. Clark reports 
that many lines sold all requirements 
to their customers and. will not be re- 
quired to see them until next Spring. 
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Dates to Remember 


Spring Shoe Show, Iowa National 
oe ‘Travelers’ Association, 
Hotel Fort Des Moines, Des 
Moines, Iowa. 
November 15, 16, 17, 1942 
Style Show and Market Season, 
Southwestern Shoe _ Travelers’ 
Association, Adolphus Hotel, 
Dallas, Tex. 
November 15, 16, 17, 18, 1942 
Monthly Shoe Show, Shoe Travel- 
ers’ Association of Chicago, 
Morrison Hotel, Chicago, Ill. 
November 23, 24, 1942 
Annual Buyers’ Week and Style 
Show, Indiana Shoe Travelers’ 
Association, Claypool Hotel, In- 
dianapolis, Ind. 
November 29, 30, December 1, 1942 
Spring Convention, Mid-Continent 
Shoe Travelers’. Association, 
Skirvin Hotel, Oklahoma City, 
Okla. 
November 29, 30, December 1, 1942 
Middle Atlantic Shoe Retailers’ As- 
sociation Cenvention, Hotel Ben- 
jamin Franklin, Philadelphia, 
Pa. January 10, 11, 12, 1943 





Henry Lilly 


ROCHESTER, N. Y.—Henry Lilly, 101, 
who spent 60 years of his life as a shoe 
dealer and who was a symbol of pa- 
triotism because of his prominence in 
the Grand Army, died here recently, 
leaving only two Civil War veterans 
remaining in the Rochester area. 

Mr. Lilly, a past state commander of 
the Grand Army, who was active in 
many patriotic undertakings, was born 
en a farm in Pennsylvania and enlisted 
in the Union Army in 1862. He served 
in the battles of Gettysburg, Antietam, 
Chancellorsville and Bull Run. After 
the close of the war he went to Mt. 
Vernon, N. Y., where he became an 
auctioneer for a shoe concern with 
which he remained for 33 years, then 
opened his own branch which he con- 
tinued for 27 years more. In 1928 he 
moved to Rochester and was married 
for the second time soon afterward. 
Up to two years ago he was in excel- 
lent health; he continued to smoke a 
quota of five cigars daily until a few 
weeks ago, and he was often seen in 
strolls about the city. 

He leaves his widow, Cynthia Haag 
Lilly; two sons, Harry and Leo Lilly, 
New York, and two daughters, Mrs. 
Fred Jarvis and Mrs. Frances Burnett. 
Burial was in Valhalla, near Yonkers, 
N. Y., where he lived before coming to 
Rochester. 


Bus Line for E-J Workers 


BINGHAMTON, N. Y. — Clarence R. 
Shaffer of Windsor, N. Y., has filed a 
petition with the City Council for per- 
mission to operate a bus line through 
the city for the convenience of employees 
of the Endicott-Johnson Corporation 
who are living in Windsor and are en- 
countering difficulty in traveling be- 
cause of gasoline and tire rationing. 
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A Buying Guide 


TO ADVERTISERS IN THIS ISSUE 


ARNOFF SHOE CO., INC., New York City 

BARIS SHOE COMPANY, New York City 

BARSH & CEASAR, Philadelphia, Pa. . 

BASS, G. H., & CO., Wilton, Me. 

BELLAIRE-SHOE CO.., Portland, Me. 

BRAUER BROS. SHOE CO.., St. Louis, Mo. 

BROOKS SHOE MFG. CO., Philadelphia, Pa. 
CAMITTA SHOE COMPANY, Philadelphia, Pa. 
COHEN, B., SHOE CO., New York City 
COLT-CROMWELL, Boston, Mass. 

CONNELL, J. M., SHOE CO., Braintree, Mass. 
DEWEY & ALMY CHEMICAL CO., Cambridge, Mass. 
DOUGLAS, W. L., SHOE CO., Brockton, Mass. 
DREW, IRVING, CORPORATION, Lancaster, O. 

DU PONT, E. i., DE NEMOURS & CO., INC., Arlington, N. J. 
FIELD & FLINT CO., Brockton, Mass. 


- GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa. 


GOODWILL SHOE CO., Holliston, Mass. 

GROVES SHOE CO., Chicago, Ill. 

HOTEL ATLANTIC, Chicago, Ill. . 

HOTEL LENNOX, St. Louis, Mo. 

HYDE, A. R., & SONS COMPANY, Cambridge, Mass. 

JARMAN SHOE COMPANY, Nashville, Tenn. 

JULIAN & KOKENGE CO., THE, Columbus, O. 

KIEFER, EDGAR S., TANNING CO., Grand Rapids, Mich. 
KIRSCH-BLACHER CO., INC., New York City 

KLEINERT, |. B., RUBBER CO., New York City 
MOULTON-BARTLEY, INC., St. Louis, Mo. 

MUSEBECK SHOE COMPANY, Danville, Ill. 

REPUBLIC BUILDING, Chicago, Ill. 

RICHLAND SHOE COMPANY, Nashville, Tenn. 

RUBIN, IRVIN, New York City .. 

TOLMAN-DAVIDSON ADVERTISING PRESS, iNC., Brockton, Mass. 
UNITED LAST COMPANY, Boston, Mass. 

UNITED SHOE MACHINERY CORP., Boston, Mass. 

WOMEN'S DIVISION—CRADDOCK-TERRY SHOE CORP., Lynchburg, Va. 
X-RAY SHOE FITTER CO., Milwaukee, Wis. 
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